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{ There's no trick to this trick. No hocus-pocus. 


It starts with the power of women — the power of over 
5,750,000 women who make Ladies’ Home Journal the 
world’s largest and most influential women’s magazine. 
And there’s another ingredient — Journalpower, the 
Journal’s very special spark. Women don’t just read the 
Journal...they read and act. 


Advertisers find that womanpower plus Journalpower 
equals salespower. 


This is why the Journal’s advertising lineage continues 
to rise — up 20‘« in May over May of last year. 


This is why, in the first five months of 1959, advertisers 
upped their investment 15% over the same period in 1958. 


This is why Ladies’ Home Journal is the world’s leading 
magazine in revenue per issue. 


Never underestimate the power of 


the No. 1 magazine for women... 


JOURNAL 


A CURTIS PUBLICATION 


NO. ff] IN CIRCULATION * NO. ff] IN NEWSSTAND SALES « NO. ff] IN ADVERTISING 


everything's 


0 date in kansas cl 


The Crossroads City of America, a true barometer of the national economy 
is enjoying a business upsurge far beyond the national experience 


FOR MORE THAN A HALF-CENTURY, THE Kansas City STAR HAS 
FOUND CLASSIFIED ADVERTISEMENTS AN ALMOST INFALLIBLE 
BAROMETER OF THE ECONOMY. WHEN WANT ADS ARE UP, THE 
WHOLE KANSAS CITY AREA MOVES AT A FAST ECONOMIC PACE. 
WHEN THEY’RE DOWN, LOOK ouT! 

Right now, our classified barometer is rising spectacularly. 

For the first five months of 1959, classified advertising in The 
Star was up 575,199 lines over the same period last year, an 
increase of more than 12.6 per cent. Numbers of individual ads 
are up proportionately. 

A yeaz ago “Help Wanted” was the sick category in The 
Star. Some of the other classifications were none too flourish- 
ing, either. Today, real estate classified ads, both residential 
and commercial, are up 1] per cent. Motor cars and business 
opportunities are registering solid gains. All through the 
classified pages you can see and feel the pulse of good times 
throbbing robustly. 


Advertising UP! Circulation UP! 


The whole linage picture reflects business advance. In five 
months The Star published 11.37% more total advertising 
than a year ago. 

A similar expansion shows up in circulation. The Star went 
into June with a gain of more than 5,000 over 1958 in the 
evening paper. The morning edition was up 65,000 and The 
Sunday Star close to 8.000. This is the highest city carrier- 
delivered circulation in Star history. April was the eighth con- 
secutive month of circulation increase. 


Nice Weather, Thank You! 


Of Course, our weather is always a threat. No Midwesterner 
would bet on the weather! But last year ended the drought 
cycle. So far, 1959 looks good. Drive through our countryside. 
Ponds are full. Acre after acre is green with the bounty of 
spring. Square-rumped cattle graze bellydeep in lush pasture. 
There’s fresh paint on farmhouse and 


Employment Figures Tell the Story 


Unemployment compensation claims are 50 per cent less 
than a year ago. The Missouri Division of Employment Se- 
curity Office in Kansas City has 1100 job openings UNFILLED, 
even though placements ran 75 per cent HIGHER in March 
and April than last year! ; 

As one official put it, “We’re being clobbered with job orders.” 

Kansas City has been removed from the list of cities with 
a “Substantial” labor surplus. Unemployment is lowest since 
1953. The jobs are here again! 

With jobs comes purchasing power. Kansas City people are 
buying. Advertising and retail sales reflect it. Department 
store sales in the Kansas City metropolitan area are up 12 
per cent over last year. People dolled up more for Easter this 
year, but clothing sales are only part of the pickup. Durable 
goods are being bought in volume. Take motor cars. In four 
months of 1959, Greater Kansas City car sales were up almost 
100 per cent over last year. Ford and General Motors are 
adding 1800 assembly line workers. The new GM small car 
will be produced in Kansas City. We’re already 2nd in America 
in Motor car assembly. 


Business and Industrial Gains Are Widespread 


Construction figures are soaring. In the first two months of 
‘59, all types of building increased 39 per cent over 1958. 
March contracts for future construction in Missouri totaled 
$64,992,000, fifty-two per cent more than in March, 1958. In 
the Kansas City metropolitan area, housing completions are 
100 per cent ahead of last year. Real estate sales are up more 
than 20 per cent. Construction, wholesale and retail trade 
and manufacturing alone have provided 13,600 NEW jobs 
since the first of the year! 

In the first quarter the Kansas City Power & Light Com- 
pany generated 50 million more killowatt-hours of electricity 
than last year. This increase goes far beyond normal year-to- 
year increase in power consumption. 


barn; a fresh, prosperous look to the 
countryside that does a city man’s 
heart good. 

For the first two months of °59, form 
recipts in Missouri were up 7 per 
cent, In Kansas, receipts rose 35 per 
cent. 

Last year the amazing farm come- 
back proved a prelude to industrial 
comeback. This year. things look 
mighty fine in town, too. 

Right now unemployment stands 
at about 23,000 in Kansas City’s 
4-country area of Johnson, Wyandotte, 
Clay and Jackson. That’s_ only 
around 5 per cent of the Jabor 
force ahd markedly below national 
figures. 


STAR 
ADVERTISING 
LINAGE 


UP 
UP 
UP 
UP 
Year to date UP 


January 
February 
March 
April 


the UPsurge story 
in figures 


3.84% 
1.66% 
1.87% 
11.37% 
8.11% 


MR. BUSINESS MAN! 
MR. SPACE BUYER! 

The Star provides blanket 
coverage of the rich responsive, 
Kansas City 100-mile drive-in 
area where more than 350,000 
families are Star subscribers. 
95% HOME-DELIVERED and 
FAMILY-READ, The Star offers 
prestige entre to one of the na- 
tion’s HOTTEST markets. 


Get into The Star . . . get into 
the money! 


52 CITIES 
(average linage 
gain) 


Loss 1.8% 
UP 4.1% 
UP 3.8% 

UP 11.8% 

UP 4.1% 


THE KANSAS CITY STAR 


Average Net Paid Circulation May, 1959, and Increase Over May, 1958 


EVENING, 344,181 — UP 5,646 


JSUME U9, . 1959 


MORNING, 339,508 — UP 6,288 


SUNDAY, 366,447 — UP 7,871 
1 


Now Available 


,ai;7ation 
pospitalizatlo 


‘in Short-StaY 


97 
Hospitals 


Statistics covering diag- 
noses, surgical incidence, 
age and sex of hospitalized 
patients — basic data for 
hospital marketing. 


HOSPITALS 


JOURNAL OF THE AMERICAN HOSPITAL ASSN. 


840 North Lake Shore Drive 
Chicago 11, Ilinois 


Please send the following 
“Hospitalization in Short 
Stay Hospitals” 
Comparative Report on 
ABC Hospital Publications 
Sample Copy of 
HOSPITALS 
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HIGHLIGHTS 


CONTENTED COW SHOWS HOW COME 


Did you ever stop to consider the value of a milk-mus- 
tache, on a child — in selling milk? The Carnation Co. 
found out how important it was, and what a difference 
in pulling-power a little thing like a box pictured open 
could have. Page 76 


MORE DASH FOR ADVERTISING-SALES MEETINGS 


A Polaroid camera gave Western Union a sparkling new 
format to pep up sales meetings, explain and sell the 
company’s $1 million, six-part advertising program. Sales- 
men laughed, looked—and learned. Page 38 


HOW LEASING PUSHES SALES 


With a 28.4% share-of-market increase in a recession 
year, York Corp. feels qualified to tout leasing. Here’s a 
plan that wins dealers and customers, is a door opener 
for sales, with leasing inquiries resulting in cash pur- 
chases twice as often as leases. Page 33 


STRATEGY BRINGS MARKET-SWEEP FOR VACUUMS 


Eureka’s sales v-p reveals the formula for a new sales 
boom in “secondary” markets. Never-fail system uses 
Monday a.m. ads, stresses local dealer, this year has 
pushed sales four times higher than industry rise. Page 40 
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Only the 


~ROTARIAN 


brings your sales message to 
this concentrated 


“action audience" 


Every copy reaches an active 
businessman who can makea 
decision to buy your product! 


79% 


are active in 
business management! 


90% 


play an active part 
in company buying! 


are active 
homeowners! 


are in companies 
operating 1,265,217 trucks! 


are active travelers! 
(more than 12 trips a year) 


53% 


actively influence 
civic government 
buying ! 


and... this ‘‘man-of- 
action" has an average in- 
come of $14,429 to make him 
an active customer for in- 
surance, travel, sporting 
goods and clothes. 


THE ROTARIAN reaches 
354,620 “‘men-of-action"” at 
the low, low cost of only 
$3.72 per thousand! 

SEND FOR YOUR FREE 
COPY OF Market Facts, Inc., 
complete study of the 
ROT ARIAN reader—the man 
who can buy your product— 
today! 


AN INTERNATIONAL PUBLICATION 
1600 Ridge Ave., Evanston, Ill. 
IN LATIN AMERICA... Revista Rotaria 


Is a key publication reaching 41,695 
readers. Send for the Market Facts, 


Inc., study of this important export market 
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Art Director Rich Life 
DIRECTOR OF RESEARCH Dr. Jay M. Gould 
Associate Director of Research Alfred Hong 


Consulting Economist Peter B. B. Andrews 
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are everywhere and all of us people Assistant Production Manager Alice Harris 


behave like customers when we buy 
topping and toys, tractors or trains... READERS’ SERVICE BUREAU H. M. Howard 
Editorial Assistants Grace Bigger 


so, advertising must be conceived Barbara Saypol 


and written for people. There’s an art 
to ‘knowing’ people 
and how to move them compellingly 
toward your product... SUBSCRIPTIONS 
DIRECTOR R. E. Smallwood 


EMIL J. DE DONATO, INC. Assistant Director Edward S. Hoffman 
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In Philadelphia nearly everybody reads The Bulletin 


The Evening and Sunday Bulletin, Philadelphia 


Apvertisinc Orrices: Philadelphia * New York * Chicago 
Representatives: Sawyer Ferguson Walker Company in Detroit * Atlanta * Los Angeles * San Francisco 
Fionwa Resorts: The Leonard Company * Miami Beach 
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EDITORIALS Just Like Newton 
ova 


SETS A TS 


They Have a Right to Feel Proud 


“We made it!” exclaims L. Walton Smith, director, advertising 
and sales promotion, WROC-TV in Rochester. The “we” is the 
group of Rochester sales executives and 1,000 canvassers who 
raised $220,120 in the annual Civic Music Association drive, 
thereby ensuring the association’s 1959-60 season. 


We told you about this activity in an editorial “Makes You 
Proud,” in the April 3 issue of Sales Management. We stated: 


“You, as a sales executive, probably travel more than you like, | people 
and much more, probably, than your wife and children like. | REACT 
It’s no fun for your wife to carry on all by herself the civic obli- to the 
gations that fall to the lot of leaders in all professions and indus- voice and vision 
try, or to make apologies because you can't be sure enough of NBC in 
that you will be at home to carry out a civic chore you are glad Seuth Rend < Cikhert 


to handle.” 
call Petry today! 
Chairman Walton Smith devoted the better part of two WADU-TY cn 
months to working with four top sales executives (from East- 
man Kodak, Shuron Optical, Home Life Insurance, and Trimble | BERNIE BARTH & TOM HAMILTON 
Manufacturing) in training the canvassers in the techniques of 


salesmanship. 
| Raise pad higher 


The canvassers made their quota, but there was an anxious as u write 
last 24 hours while the final $9,000 rolled in. We can’t help but yo 

feel that the training imparted to the 1,000 canvassers had some- 
thing to do with their success. 


ower- 


Selling “Sophisticated Prospects” 


If you purchased your first house after 1945, you probably 
took the best house you could afford available in the section 
you wanted. The salesman probably played to the hilt the 
emotional appeal of attractive design, the romance of the fur- 
nished model. 


“The emotional appeal is still the way to start off a sales 
program,” says House and Home, “but it is no longer enough.” 
Two out of three home buyers today have owned at least one 
house before. So the emotional appeal is no longer as potent. 
Today’s realtor salesmen are backing up the emotional appeal 
with what the magazine has named “the deep sell.” This is an 
appeal to the mind as well as to the heart, in which the sales- ee ee eee ee 
man talks specific product benefits, long-term value, and demon- Replaces blackboard with large paper pads. 


Retain used pages for future reference. 
strates the quality of materials used in the house, and the There are 27 Oravisual easels to choose 


appliances with which it iy furnished. COU aes Gs tin Daten eine 


The new selling technique is needed because today’s expe- ae eee A 


‘ 
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TOPS 
IN “BOX OFFICE”! 


WHO.-TV’s spectacular library of film packages*— 
loaded with award-winning movies — means 
“box office’ for YOU, in Central Iowa! 


Three times each weekday, thousands of viewers — 
men, women and children — watch film features on 
WHO-TV. WHO-TV programs these films 

in choice, low-cost time periods, and their ratings 
(Monday-Friday) are tremendously higher 

than those of competition, according to ARB 

for March 16-April 12, 1959: 


FAMILY THEATRE (Noon-2 p.m.)................-. 44.3%, 
EARLY SHOW—Cartoons (4:30 p.m.-5:05 p.m.).....36.1% 
EARLY SHOW—Feature (5:05 p.m.-6 p.m.)........ 29.9%, 
LATE SHOW (10:30 p.m.-Sign-Off) 
PGW can give you all the details on WHO-TV 
and what “box office’ in Central lowa means 
to you. Ask your Colonel! 
*eeeee#*es#se25eeee#ee#eee#es#€e¢?e 
WARNER BROTHERS “Feature” and “Vanguard,” MGM Croups 
1 and 3, NTA “Champagne,” “Rocket 86," “Dream,” “Lion,” “Big 
50,” SCREEN GEMS “Sweet 65,° HOLLYWOOD TELEVISION 
SERVICE “Constellation,” M and A ALEXANDER “Imperial Prestige,” 


{BC's “Calazy 20" and others. 


ARB SURVEY 
METROPOLITAN DES MOINES AREA 
(March 16-April 12, 1959) 


FIRST PLACE QUARTER HOURS 


Number Reported Percentage of Total 


1-Week 4-Week 1-Week 4-Week 
WHO.-TV 233 227 50.0% 48.7% 
Station K 186 197 40.0% 42.3% 
Station W 27 42 6.0% 9.0% 
Ties 20 0 4.0% 0 


WHO.-TV is part of 
Central Broadcasting Company, 
which also owns and operates 

WHO Radio, Des Moines 

WOC-TV, Davenport 


Channel 13 + Des Moines 


Col. B. J. Palmer, President 


P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 
Pe Peters, Griffin, Woodward, Inc., 


National Representatives Affiliate 
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rienced buyers know what can go wrong with a house. People 
want to hear construction and see product displays. To satisfy 
this desire, leading realtors are using display rooms where buyers 
can convince themselves that the water heater, for example, 
won't burn out in two years, and that the kitchen floor is vinyl, 
instead of asphalt tile. 


Over 39 million people go through model houses each year. 
The model house has long been the home product manufacturer's 
greatest rent-free showroom. Now, more than ever, it is a basic 
selling tool. 


With home-buyers becoming more mature, are your products 
and presentations geared to stand up under their more critical 
eyes? Perhaps you, too, have more “I’m from Missouri, show 
me!” prospects than you may suspect. 


To Those Guilty of Me-Tooism 


The entertainment we see on television is no more daring than 
you, the sponsor, want it to be. If you, as a viewer, are saturated 
with westerns and groan at the thought that more cowboys will 
be riding across the screens this fall, you have only yourself to 
blame. 


“As anyone with eyes and ears knows, television is a gigantic 
compound of nonsense, mediocrity and massive artistic and 
imaginative accomplishments,” says Hubbell Robinson, former 
vice president, CBS-TV Network, and now independent package 
producer. 


The networks are in the business of giving buyers what they 
want. They seek to interest the mass audience, but they must 
find a way to please you, the sponsor, too. However, you too 
have responsibilities which cannot be ducked. 


“If gun-law rules far too many hours of the television week, 
the bankroller’s addiction to the law of conformity is responsi- 
ble,” Robinson reminds us. 


“Advertisers,” he continues, “seem to forget that in reality, in 
television as in every other form of entertainment, the big gam- 
bles have, for the most part, paid the biggest returns.” 


You, as a sales executive or chief executive of your company, 
know that your associates and outside consultants frequently 
counsel safety and caution. But you get paid as well as you do 
because you have ability to get at the facts, to know when to 
exercise intuition and when to throw caution to the wind and 
take what others regard as a big gamble. To you, such a move 
is not a gamble but a necessity, for the continuing health and 
growth of your business. 


You don’t let the content of your package, nor the package 
itself, remain unchanged and become outdated. Your sense of 
timing tells you when to change. You can well apply this prin- 
ciple of management to your selection of television programs to 
sponsor. 
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Your Golden 
Opportunity 
to Increase 


THOMAS 
REGISTER 


@ The 50th Annual Edition will ex- 
ceed any previously published, both 
in comprehensiveness, scope and 
value to its paid subscribers. 


@ It offers a sales potential un- 
matched in buyer-seller traffic, un- 
equalled in sales producing inquiries 
...booming in direct buying action. 
50,000 items of 12,500 manufactur- 
ers will be on display. 


@ Schedule YOUR products for 
front line attention now. 


Thomas Publishing Company 


461 Eighth Ave. « New York 1, N.Y. 
ABC ss ABP 


Industry's No. 1 Marketplace 
of Buying Action! 


Special interest magazines 


In MOTOR BOATING the partnership of interest 

between advertiser and reader usually leads to 
dramatic action. Recently the makers of Ancar- 

gas TOW Sports Runabouts—priced at $3,500 to 
he oa) $24,000—wrote the publishers: “We are pleased 
=> to tell you that of all the boats we sold, through 
magazine advertising, all but one were made to 


readers of MOTOR BOATING.” 


Action like this is to be expected because the 
MOTOR BOATING reader, whether his hand 
e guides a sailboat tiller or controls a motorboat, 
oon all constantly demonstrates his interest in the many 
products that make boating the most enjoyable 


boats sold of all family recreations. 
through magazines, 
all but one...to readers of Motor Boating.” 


ec 
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Boating enthusiasts read MOTOR BOATING with 
keen absorption—whether the pages contain ad- 
vertising or editorial material. As a matter of 
actual statistics, most MOTOR BOATING readers 
turn to the advertising content first! 


**Special interest’”’ means ACTION! 


What is true of MOTOR BOATING—and its action- 
getting power—is true of all Hearst Special In- 
terest Magazines. 


Each is tailored, in editorial content, to a spe- 
cific market—with an intimate knowledge of 
that market’s interests. And as a result, editorial 
and advertising content work in tandem—to 


19, 


spark sales results and profits at the local level. 


So if you want action in terms of sales, look to 
the medium that is geared for action, saleswise. 
Advertising dollars work hardest where interest 
is greatest...and readers of Hearst Special In- 
terest Magazines are already sold—only need to 
be told! 


Six Keys to Profits Through Action 


Hearst readers are prospects, not just suspects 
Advertising is focused where interest is keenest 
Editorial and advertising content work together 
Editorial integrity lends prestige to advertising 
Each Hearst Magazine is an authority in its field 
Hearst readers are sold—only need to be told! 


HEARST 
MAGAZINES 
GET ACTION 


SPORTS AFIELD | Brides Home 


SCIENCE 
COSMOPOLITAN DIGEST 


BAZAAR, | American Druggist | TOWN& COUNTRY 


House Beauliful Medial Materia. | (food Housekeeping 


© 1959 by the Hearst Corporation 
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ROCK ISLAND + MOLINE » EAST MOLINE + DAVENPORT 


CORPORATE CLOSE-UP 


Armour Changes Approach 
to Grocery Sales 


George Keller, a big (6’6”), strapping fellow who learned Judo as 

FIRST ] 00 MARKETS a Navy fighter pilot, sat across the luncheon table and wondered how 
to tell his bride of three weeks that he'd be doing a lot of traveling— 

and for some time to come. Keller, young and aggressive, is national 


sales manager for Armour and Company’s new Grocery Products 

TEST MARKET DATA Division—a $100 million-a-year operation. (Armour’s total sales vol- 

| ume for 1958 was a whopping $1,850,439,000.) He is, moreover, an 

ISOLATED MARKET— Chicago over important part of the new management of this crusty corporation; a 


150 miles away, and no overlapping management that is taking a hard and sharply critical look at some of 


with any other major trading area. the industry’s aged-in-the-wood policies and operational methods. 
A very minimum of outside daily 
media influences. 


A couple of years ago William Wood Prince, adopted son of 
BALANCED ECONOMY — Over 300 Armour’s long-time chairman, took over as president. A man in his 
manufacturers in diversified indus- early 40's, he’s dedicated to the principle that meat packing can 


try, plus high income farm trade become a forward-thinking industry—and highly profitable to boot. 
area. A_ self-contained, self-suffi- ‘ ~ 5 


cient economy with compact boun- ' : ; é : 
daries. Prince decided that the old way of operating the increasingly 
important Dial Soap Division and the Canned Foods Division (which 
EMPLOYMENT — At highest level! included Dash dog food and 20 canned meat products) was wasteful 
in six years. The Quad-City area and expensive. Canned Foods had 230 salesmen; Dial supported 130 
ea eget > Uk betion salesmen and 70 food brokers. It fell to management of the new 
of Labor. Job opportunities here division to do some pruning and reorganization. In three months, 
are slightly in excess of job seek- during which Keller scarcely got his clothes off, he toured the coun- 
ers. try, conducted crash interviews and screenings among the sales dis- 
tricts of the two divisions. When he had finished he had a new sales 
DEPENDABLE BUYING POWER — force, formed from the two old ones. It comprised 275 salesmen in 
Effective Buying Income per house- gat oe eee” : . ; 
hold $6,402. Nearly one-half of seven sales regions, with a handful of food brokers. 
83,700 area households are in $4,000 
to $7,000 middie income group. Keller had, first of all, a problem in geography. He divided the 
country into marketing regions, then determined how many stores 
TYPICAL POPULATION — A metro- throughout the nation would require coverage. Next he set up a 
politan population of 272,600 with ey f call-f ; " oe ¥ et ae he’d d 
82% urbanized. Median age is 31.8 schedule of call-frequency to determine how many men he'd need. 
years. Representative population: 


j j ay j . — . . . 
a = born white, 5% foreign What he has now is 47 sales districts under the seven regions, ten 


of which are handled by food brokers. 


MARKETING FACILITIES — Quad- on : Re 
Cities is the wholesale and retail By merging the divisions, Keller aimed at, and got, a reduction in 


center for Western Illinois and operational cost. And from the customer's point of view, he provided 
Eastern lowa. Large retailers and 


; a streamlined order system. Instead of having to see two salesmen 
wholesalers in grocery, drug, appli- - 
ance fields who aggressively pro- from the same house, the customer now sees one. Thus the customer 
mote advertised products, can combine his purchases to earn maximum discounts. 


COOPERATIVE ADVERTISING MEDIA 
pe gyn none Poegge ti gue hee ed the pig’s squeal to jockey itself into better financial condition. The 
operate enthusiastically in a test. raw-meat end of the business is still the big-dollar earner. But chemi- 
ROP Color daily. Split run copy cals, pharmaceuticals (ACTH is an Armour development), adhesives 
accepted. Member of the Burgoyne and abrasives, fertilizers, dozens of other products all stem from the 
phage gy rey Saeen, ae, weet meat end of the business. 


And, under the new management, Armour is ow everything but 


Quad-Cities Largest Combined Daily Circulation Now Keller’s Grocery Products Division has a sales-training director 
in Chicago, to whom seven regional sales-training managers will 
report. The regional managers will report to their regional sales 


M O l | N : D | S p A T C H managers. And Keller will ride herd over the whole range. 
ROCK ISLAND ARGUS a Keller believes his first job is to establish proper distribution, then 


if a grocery product isn’t moving, go to the Advertising Department 
not? Mar, THE ALLEN-KLAPP CO with recommendations. Basically he lays emphasis on planned and 
organized calls by salesmen with particular stress on merchandising. 
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Nothing moves so much goods—so soon as 
advertising in newspapers—or in their Sunday PARADE... Tee Suntey 


e secti mo 
than 60 fine newspapers 
ion 


magazines. Local retailers prove that every day. Parade conan ey 
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Jules Paul Kovacs was made Vice 
President of Technical Sales at Puro- 
latorin 1958, after successively serv- 
ing since 1941 as Chief Engineer, 
Vice President of Engineering, and 
Vice President of Research and De- 


velopment. He has assumed major 


sales responsibilities at a time when 
his company’s filtration products 
serve practically every American in- 
dustry, and have reached sales levels 
400 % above those of ten years ago. 


Why catalogs get 
priority when Marketing 
is engineering-minded 


Reports Jules Paul Kovacs, Vice President of 


Technical Sales for Purolator Products, Inc. 


@@In coming to marketing after 30 years of engineering 
and product development work, I am particularly sensi- 
tive about our service to the engineers who can specify 


Purolator filtration equipment. 


“Obviously, we must be able to provide engineers with 
precisely the kind of filtration equipment they need, 
and our product development program is concentrated 
on doing so. But we are just as concerned about how we 
make sure these engineers know what we can do for 
them. Hence, an insistence that our catalog program 


receive concentrated attention. 


“Because engineers use and depend upon catalogs more 
than any other product information sources, we want to 
run no risk they do not have immediate access to ours 
whenever they need it. And we have just employed 
Sweet’s Catalog Service to design a new catalog for us, 
and to make certain it will always be on tap in engi- 


neering offices throughout industry. 


“The manufacturers’ catalogs in Sweet’s have been very 
helpful to me for years. We are sure that our catalog in 
Sweet’s will be just as helpful to any company with a 
filtration problem to solve.99 


SWEET’S CATALOG SERVICE 


Division—F. W. Dodge Corporation 
119 West 40th Street, New York 18 


Service offices in principal cities 


Sweet's helps you market—the way industry wants to buy 


a sharper look at people... 


how they read newspapers in Delaware Valley, U.S.A. 


Pick an average weekday. You'll find 680,000 adult readers, compared to the eve- 
1,352,000 Delaware Valley adults behind ning paper’s 506,000. Remember, 578,000 
a copy of The Daily Inquirer. For 893,000 of these Inquirer readers in the greener 
of these readers it’s the exclusive news- suburban reaches of Delaware Valley do 
paper... because they don’t read the not read the major evening paper. They 
major evening daily. are Daily Inquirer readers exclusively! 


Swing around any suburb and you see All of which are good points in favor of 
growth at a glance. 57% of the Valley’s sharpening up your next media schedule 
retail sales are made outside the city limits. in America’s third market . . . with The 
Out in the suburbs, The Inquirer gives you Daily Inquirer. 


For all facts and figures, send for the extract of “Philadelphia 
Newspaper Analysis” by Sindlinger & Company, Inc. 


Che Philadelphia Pnguirer 


Good siesta begin with The INQUIRER for 1,352,000 adult daily readers 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR EDWARD J. LYNCH RICHARD I. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave 20 N. Wacker Drive Penobscot Bldg 155 Montgomery St. 3460 Wilshire Boulevard 

Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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SIGNIFICANT TRENDS — 


Marketing News as Viewed by the Editors 


Where Were You on July 14? 

Every summer since the Year One, we have car- 
ried an editorial attempting to kill the persistent 
hot weather sales attitude that 
vacation ... 


“everyone's on 
no use advertising . . . no use selling 
hard . . . a summer sales slump is inevitable.” 


Have we been successful? Apparently not, for 


every year summer advertising and sales efforts 
drop and sure enough there's a summer slump. 
Our detractors say stronger selling wouldn’t have 
helped because everyone's gone fishing anyhow. 
Last summer we decided to check! 


We asked our editors and sales personnel to keep 
track of all correspondence, phone calls and con- 
tacts during a typical mid-summer week—the 
week of July 14. We are in daily contact with a 
healthy cross-section of all business, so we felt our 
“activity’ would be a good index. Here’s what 
we found: 


Despite the fact that the week of July 14 was in a 
typical vacation month and was a typical vacation 
week, it was one of the toughest work-weeks we 
ever put in. 


Some 380 sales executives renewed their subscrip- 
tions to Sales Management and another 96 sub- 
scribed for the first time. We sold 19,230 pages of 
reprints in that five-work-day period to non-vaca- 
tioning subscribers. Our telephones rang with 
calls from dozens and dozens of the biggest com- 
panies in the country. Our writers talked to other 
dozens of executives who were busy at work in 
their offices. Judging by this and the heavy re- 
action we got to articles run in our first July issue, 
a lot of Sales Management subscribers, at any rate, 
weren't fishing. 


A survey by Curtis Publishing Co. backs us up to 
a considerable extent. It reports that 21.8% of all 
vacations are being taken in the fall; 10.4% in the 
winter; 17.3% in the spring. That leaves just 50.5% 
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of vacations to be taken in the traditional June- 


July-August period. 


Prospects are alive and available in the summer! 
They can be reached by advertising, by mail, by 
phone, by salesman. But in summer, or in any 
other season, they have to be reached to be sold! 


Time to Increase Share-of-Market 

Many things in sales are a matter of timing and 
there are times (even in your business) when your 
competitors make it easy for you to steal the ball. 
Take the case of Nebel Machine Tool Corp., as 
related by Warren G. Rosendahl, vice president 
and sales manager of this Cincinnati firm: 


“For our fiscal year, which started May 1, we sub- 
stantially increased our advertising over previous 
years. We shall be appearing more frequently, 
with larger ads in more publications than any tirae 
in our past history, to promote the sale of Nebel 
lathes and Smith & Mills shapers. 


“Why? It’s simple business logic. Since there are 
fewer orders for lathes and shapers this year than 
in 1956 or 1957, for instance, we intend to increase 
our share of these orders. Through our intensified 
advertising program, we hope to increase the 
opportunities of our distributors to develop more 
inquiries. 


“Much of the competitive advertising in our field 
has been cut, possibly as much as 25%. By increas- 
ing our own effort, we can in effect multiply our 
impact this year. A year like this offers a tremen- 
dous opportunity to build our company name and 
acceptance through advertising.” 


Mirro’s 12-Year Calendar 


It isn’t unusual for a company’s annual report to 
give stockholders a hint about what to expect in 
the 12 months ahead. But Mirro Aluminum Co. 
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sticks its neck way out and itemizes plans and 
expectations for a full 12 years ahead. 


Here’s how Mirro sees the coming dozen, in brief: 
1959-60—greater growth, higher earnings, new 
rolling mill to start up, more newly-developed 
products ready for marketing. 1961-62—Ready for 
bigger orders for component parts, more new prod- 
ucts, sales expected to rise, earnings also. 1963-67 
—Add a smelting furnace, more casting and an- 
nealing facilities. More new, higher ticket prod- 
ucts, sales should climb progressively. 1968-70— 
Enlarge buildings, more cold roll equipment, an- 
other smelting furnace, other facilities, all to step 
up pace for still more new products. 1969-70— 
Continue to broaden markets with more new prod- 
ucts, new outlets. 


Magazines Say: Choose Your Market 

The big national magazines, it appears, are more 
anxious than ever to help marketers make sales. 
And, if this calls for splitting their huge circula- 
tions into smaller chunks, they stand ready to 


do so. 


The Saturday Evening Post, with a total circula- 
tion of six million, now has a Select-A-Market pro- 
gram which permits moderate-budget national 
advertisers to buy either two or four million of 
the Post’s circulation. In all, there are seven dif- 
ferent geographic and numerical combinations 
available under the Select-A-Market plan, ranging 
from split runs between subscription and news- 
stand copies to single-region scheduling. 


A few weeks ago, Look magazine (circulation 5.7 
million) announced its Magazone Plan which gives 
the advertiser his choice of varying advertising 
copy in each of seven regional editions, or of limit- 
ing his schedule to one region or to a combina- 
tion of markets. 


Two other publishing giants, Reader’s Digest and 
Life, are watching SEP and Look with lively in- 
terest. A spokesman for the Digest said, “We were 
the first of the large general magazines to produce 
a West Coast edition. And, on occasion, we have 
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sold our Domestic edition without the Western 
edition. We are already in the regional picture 
pretty thoroughly and we're studying the situa- 
tion.” 


Life has, since last fall, had split run facilities for 
two- and three-way splits on a national run. And 
with the August 24 issue it will, on a once-a-month 
basis, offer a Western advertising section. This will 
cover 11 Western states and Hawaii and Alaska, 
with a circulation of 1,050,000. This section will 
be a four-page insert. 


Imports and Exports of Importance 

We were somewhat amazed—even though perhaps 
we shouldn’t have been—by a National Industrial 
Conference Board report that showed that more 
than half of our total export-import trade is made : 
up of just eight items. 


Our leading export is aircraft, accounting for ‘ 
nearly one fifth of everything we sell abroad. This 
is followed by construction machinery, cotton and | 
wheat. These four categories had a 1958 dollar- 
volume of nearly $3 billion. Making up the 
“smaller half” of our exports were coal, metal 
manufactures, auto parts, tobacco, motor trucks 
and buses, radio and TV. 


Our biggest single import is coffee. We bring in 
more than $1 billion worth. Second is petroleum; 
third, newsprint; fourth, autos and parts. Then 
come cane sugar, gas and fuel, meat, wood pulp, » 
boards and planks, crude rubber. 


INTERESTING, IF NOT SIGNIFICANT... . 


Dogs now get free meals of Ken-L-Ration if their 

vacationing owners elect to stay at any one of the 

101 Holiday Inn motels in the country . . . The 

average bride spends $3,300 during the three 

months preceding her wedding . . . General Elec- 

tric employs 34,500 graduates of 790 colleges . . . 

There’s a drug store in St. Paul, says Redbook’s 

Hal Hutchins, that offers an economy package of 

10,000 vitamin pills, lasting for 35 years and selling | 
at $420.98 ... 
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Lady Manhattan advertisement prepared by Danie! & Charles, Inc. 


MS 


. . . stimulated consumer and retailer demand in the best stores 


“Our consistent New Yorker advertising campaign emphatically 


. .. opened new avenues of distribution . . . built the proper brand image.” 


THE 
Va oastate/ General Manager, Lady Manhattan NEW YORKER. 


MAGAZINE 


gee rom rere 


Gives readers timely and wanted news and feature articles every-other-Thursday. 


Provides new ideas in merchandising, management, sales promotion and display. 


Gives advertisers qualified circulation of almost 25,000 concentrated among the 
successful, aggressive stores that account for 93% of all hardware store sales . . . 
plus a circulation of 7594 among hardware wholesalers, including their executives, 


buyers and salesmen. 


¢ ¢ U) 


Hardware Age is published by Chilton, one of the most diversified publishers of 
trade and industrial magazines in the counitry—a company with the experience and 
resources to make each of 17 publications outstanding in its field. 

In keeping with Chilton policy, the staff of Hardware Age devotes full time to the 
publication, with the dual aim of continuing its editorial excellence and building 
its high quality circulation. The result is a magazine that helps hardware men 


make money. 
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helps hardware men 


make money 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


PUBLISHER OF: Department Store Economist + The Iron Age + The Spectator ¢ Automotive Industries «+ Gas 
Hardware Age «+ Boot and Shoe Recorder + Butane-Propane News «Electronic Industries « Jewelers’ Circular—Keystone 
Aircraft and Missiles Manufacturing «+ Optical Journal & Review of Optometry ¢ Distribution Age «¢ Hardware World 
Motor Age e Commercial Car Journal . Product Design & Development Business, Technical and Educational Books 


JUNE TH, TSP 


<> | FROM PACKAGING CHEMISTRY, A BETTER WAY 


A package today has to do more than pro- 
tect what's inside it. To survive in the fierce 
competitive battle for shelf space, a package 
has to be its product’s eye-catcher, merchan- 


chemistry, Dow materials are helping pace 
the development of packages that meet 
modern sales needs. Several of these new 
packages are shown on these pages. There 


diser and salesman. Through packaging are many more where they came from. 


New Twists With Styron Give 
Old Products New Impact 


Every package in this picture has one 
thing in common—Styron® has helped 
make the product inside it sell faster. 


Dairymen have learned that cottage 
cheese sales curves can go from dull 
to sensational with the added impact 
of plastic packaging. Plastic containers 
made of Styron—with attractive color 
and design built in—make table-ready 
packages shoppers can’t resist. And 
they do their jobs efficiently and 
economically. 

Injection molded closures made of 
Styron have captured the fancy of 
bottlers because they can be made at 
high speeds, resulting in economies 
on large production runs. They lend 
themselves nicely to intricate decora- 
tive effects. Outstanding premium 
package potential here. 

Dow research, teamed with industry, 
assisted in the development of the end 
caps made of Styron. A brand-new, 
low-cost package that effectively weds 
plastic and other materials to do a 
better job. Tops and bottoms of Styron 
come in decorator colors, won’t scratch, 
won't leave unsightly rust rings. 

When a product has to be show- 
cased as well as protected—like the 
sensitive timer device in the picture— 
nothing does it like Styron. Tough, 
clear Styron gets it there safely, helps 
sell it through low-cost visual sales- 
manship. 

Packaging with Styron is functional, 
economical, and highly merchandis- 
able. Don’t these packages suggest 
ways Styron could help your product 
sell faster? 
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LOW-COST, PICTURE WINDOW 
protection for produce 
Better packaging at the produce 
counter is moving more volume with 
less employee attention. And of all the 
new produce packaging ideas, one of 
the best is this tomato pack, combining 
paper and Trycite*. This economical 
new polystyrene film went to work 
when packers asked for a more func- 
tional, more economical film for pro- 
duce. It breathes, allowing just the 
right amount of fresh air produce 
needs, yet has outstanding aging 
characteristics for better protection. 
It’s sparkling clear, prints admirably, 
and won't wrinkle. If you're in pro- 
duce, meat, baked goods, or window 
envelopes, you need Trycite. Maybe 
you need its low-cost sales power 
whatever you're in. 


BOXBOARD CONTAINERS 
and a coating idea 


* TRADEMARK 


Dow doesn’t make boxboard, doesn’t 
even pretend to be an expert on box- 
board containers. But through pack- 
aging chemistry, Dow has become a 
major factor in helping boxboard 
people and their customers boost sales. 
How? Through latex coating. Dow 
Latex in the clay coating adds a new 
dimension of printability to boxboard 
that makes color reproduction just 
about as good as you can get it. Latex 
benefits don’t stop there, either. The 
latex makes the coating more elastic— 
provides better freedom from cracking 
at the folds. Paperboard suppliers 
have latex coated grades—ask for them 
—youll have a better looking package. 


Specialty packaging. ideal for vac- 
uum or drawn blisters, Ethocel™ offers ex- 
cellent physical properties for eye-catching, 


uniform packages, fewer rejects, faster 


cycles because it is easily formed. 


You’re Missing Something if you're 
not keeping abreast of the dynamic things 
happening in packaging chemistry. Dow 
serves this industry with better materials 
and know-how, and provides prompt at- 
tention to any problem we can help solve. 
We may have an idea or two that could 
help you. 


Upgraded packaging films. A coat- 
ing of Saran Resin on packaging films re- 
duces moisture-vapor transmission, increases 
clarity, improves resistance to grease, oils, 
water, organic liquids and vapors. 


OTHER CHEMICALLY ENGINEERED PACKAGES WELL WORTH NOTING 


Kitchen-fresh appeal. Crystal clear 
Styron plastic containers put delicatessen 
foods on display .. . reduce breakage... 
simplify handling . . . multiply sales of 
“fresh daily" foods. 


DOW PLASTICS BASIC TO PACKAGING 


Molding Materials * Films * Film Resins 
Expandable Beads 


Sheeting * Coatings * 


THE DOW CHEMICAL COMPANY 


Midland, Michigan 
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way to ALL 


Of the Ham ....... 


Via circulation that stems from 
no other source but a 
, SL& editorial product 


THIS is the book that 

is edited for, 100% 

paid for, and read by ' 

the engineers and con- 3 

tractors who identifiably Ms, 

do heating, piping and air 

conditioning work . . . the ones 

who specify and buy. Singly, or 

in combination, these factors (shown 

above) purchase-control every job in the 

industrial-big building field. Your advertis- 

ing in HEATING, PIPING & AIR CONDITIONING 

meets them face-to-face plus the leading 

wholesalers and OEM’s. Pure circulation. . 

responsible circulation! Don’t settle for less. Choose 

HP&AC — well worth your advertising dollar because it 

has proved well worth the reader’s dollar. e Highest quality 

100% paid ABC circulation. e Leads in number of editorial 

pages. e Leads by over 2 to 1 in advertising voluine. e Has more 3 
advertisers and is used on an exclusive basis by more advertisers. ' 
KEENEY PUBLISHING Co., 6 N. Michigan, Chicago 2, Illinois. @® @ 
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LETTERS TO THE EDITORS 


Kudos appreciated 


We noticed the distinct honor 
we were accorded in Sales Man- 
agement, May 1 issue, in the 
Sales Leadership Panel Report 
on “Advertising Agencies ‘Most 
Admired.” Even with all the 
warnings and qualifications which 
you so wisely included, we are 
singularly pleased with our pres- 
ence. 

While we are a small agency by 
most standards, we firmly believe 
we have developed a philosophy 
which is somewhat unique, and 
which we most assuredly feel will 
be the most profitable pattern for 
many agencies of the future to fol- 
low. Whoever gave us the “nod” 
may well have done so for this 
reason. 


Robert E. Lovett 
Boylhart, Lovett & Dean, Inc. 
Los Angeles, Cal. 


» We wonder if Mr. Lovett could 
be persuaded to share some of his 
agency's pearls with our readers? 


satisfied subject 


Congratulations on your article 
about Heath Company [“Heath 
Develops New Dealer Group Pay- 
ing Mail-Order Consumer Prices,” 
Sayes Management, May 15, page 
71]! I have read it several times 
and am more pleased and im- 
pressed with it each time. 


D. P. Knowland, Jr. 
Vice President 
Heath Company 
Benton Harbor, Mich. 


SM out of order 


I would like to suggest the edi- 
tors follow the same advice you 
prescribe for salesmen and others 
engaged in selling. Readers, too, 
can be offended. 

Your April 17 issue included 
“Two Dozen Courtesy Rules for 
Salesmen.” One rule listed says, 
se . obviously he avoids swear- 
ing.” On page 12, I find you quite 
offensive in connection with your 
Zenith article [Corporate Close-up]. 

Many folks find swearing to be 
in poor taste and particularly so 
when God’s name is used in vain. 

May a new rule be proposed 
which editors might apply when 
articles are handed them, “Do not 
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be afraid to use restraint.” 

Zenith might also consider the 
additional sales they might realize 
from people who love God. This 
might be a completely new source 
of sales for Mr. Truesdell. 


Earle E. Williams 
President 
Sacred Records, Inc. 
Whittier, Cal. 


> We doubt very much that Mr. 
Truesdell intended to be disre- 


spectful to the Deity, but undoubt-> 


edly he was careless in his phrasing 
and we were, equally careless in 
repeating his statement verbatim. 


but sometimes ok 


“The Meaning of Change,” Sales 
Management, April 3, 1959—We 
think this article is excellent. Both 
the author and the magazine are 
to be congratulated. 


Ray F. Ramsey 
Office Methods & Procedures 
Owens-Illinois 
Toledo, O. 


The attached reproduction [of 
“How to Handle the Problem Sales- 
man,” Sales Management, April 17, 
page 76] was mailed on Friday, 
May 22 as an attachment to our 
regular confidential letter to our 
field supervisory group. The body 
of the letter itself contained the 
following statement about the at- 
tachment: “Thought you'd enjoy 
reading the attached reprint from 
Sales Management magazine. 

“Obviously neither of us is in 
any position to take the action the 
‘example’ sales manager followed 
in the case of the ‘wine, women 
and song’ type. But all five are typi- 
cal of the cases you could en- 
counter. Adaptations or variations 
of the suggested solutions might 
enable you to solve specific prob- 
lems in your own manpower force.” 

I certainly enjoy reading your 
excellent magazine . . . much of 
the material has provided us with 
real guidance. 


A. T. Henkell 
Manager, Dealer Sales 
Automotive Division 
The Gates Rubber Co., 
Sales Div., Inc. 
Denver, Colo. 


ACB REPORTS LET YOU 


Look before you leap 


into unfamiliar markets 


Considering entering a new market 
with a consumer item? Then you 
need an ACB Report planned to 
your needs and specifications. 

If the market you might enter 
sells through retail stores, you can 
get a clear picture of the competi- 
tive sales problems encountered— 
or opportunities that may exist in 
the new venture—with ACB News- 
paper Research Reports. 

These reports are compiled from 
current advertising appearing in 
daily newspapers. They tell you 
who the competition is.. indi- 
cate relative strength of each com- 
petitor in dealerships.. inform 
you of competitive prices.. deals 
and inducements, if any, being 
offered to the consumer... etc. 
In many respects, these ACB Re- 
ports are like a confidential con- 
ference with an able and experi- 
enced sales manager who has 
worked for years in the market 
you are considering entering. 

Business executives in many 
fields are guided by these ACB 
Research Services. 

Send for free brochure, ‘*Invad- 
ing an Unfamiliar Market.” It 
lists in chart form all the different 
kinds of information you may re- 
ceive from the report. 

For a description of ACB’s 14 
Newspaper Research Report Serv- 
ices that help you do a better 
marketing and advertising job for 
present products, ask for ACB’s 
free 48-page catalog. 


ACB reads every advertisement in every daily newspaper 


ACB SERVICE OFFICES 
353 Fourth Ave + New York 10 
18 S. Michigan Ave. * Chicago 3 
20 South Third St. * Columbus 15 
161 Jefferson Ave. * Memphis 3 
51 First St. . San Francisco 5 


The 

ADVERTISING 

CHECKING BUREAU 
Inc. 


Seventh in a series 


CLOSED-CIRCUIT TELEVISION 


The Dage camera in the 
F-102B chase plane pro- 
vided “eyes” for thou- 
sands of spectators view- 
ing the Air Force’s Worlid- 
Wide Weapons Meet. 


‘Lo track a jet 


The 10 Ib. Dage camera, connected by closed-circuit to 
the home TV set, serves as a swimming pool monitor. 
It is available through Abercrombie & Fitch, New York, 
at $1495, including installation and one year's service. 


or watch a child... 


Another TRV product proving its value 
in military and commercial use 


Not long ago a small closed-circuit television 
camera— weighing only 4 pounds and no big- 
ger than a home movie camera— made televi- 
sion history. The Dage TV camera, carried 
in chase planes and located at strategic 
points on the vast gunnery range of the Air 
Force’s Fighter Interceptor World-Wide 
Weapons Meet, recorded the supersonic 
flights of F-102s from scramble to kill. What 
it saw was transmitted back to TV screens 
in monitor stations. 

In dramatic firsts like this, the Dage 
Television Division of Thompson Ramo 
Wooldridge Inc. is leading the closed-circuit 


TV field in number of installations and in 
technical achievements. Dage TV systems 
are being used to provide faster and more 
complete weather briefings for remote air 
bases, help control turnpike traffic, instruct 
salesmen, and aid in hospital education, sur- 
gical observation and consultation. Areund 
the home, the Dage TV camera can be used 
in monitoring the swimming pool, watching 
the baby or the front door. Dage Television 
Division and its products are typical of the 
way Thompson Ramo Wooldridge serves its 
customers in meeting the demands of today’s 
technology. 


rN Thompson Ramo Wooldridge Inc. 
RE. 


Main offices * CLEVELAND 17, OHIO * LOS ANGELES 45, CALIFORNIA 
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ar 


faces a confusing expanse of patterns, shapes 

and colors in every direction. ... Many good products get 
lost in such a setting. It is here that superior packaging 
can make its greatest contribution with visual design 
that answers the shopper’s call, quickly and clearly, 

like a visual echo. 


Container Corporation’s Design Laboratory uses its 
special cc mbination of tools, techniques and personnel 
to equip packaging of every kind with the visibility 

to be seen and the sales appeai to be wanted. 


Let Container Corporation packaging blaze a shopper’s 
trail directly to your product. 


COR MGT CORPORATION OF AMERICA 


_ FOLDING CARTONS 

SHIPPING CONTAINERS 

_ SEFTON FIBRE CANS _ 
MEE PLASTIC PACKAGING - 
Selgoura DEARBORN STREET, CHICAGO, 0, HLINOIS ee 
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SHOES ALONE CAN’T DO 


Ask yourself: Does your 
salesman do all this? 


Does he make all the dealer calls he should? 
Does he regard his calls simply as routine? 


Does his selling slow down or stop when the 
prospect becomes a customer? 


Does he educate the dealer’s sales personnel? 


Does he realize that keeping dealer-customers 

(and developing them) is far more important 

than getting new ones? 

These are just a few questions you must ask 
and answer—when you consider what your 

advertising to the dealer must do today to 

make up for inadequate personal selling. 


We're sorry to say leather alone can’t lick the job—of 
selling the dealer today. Especially is this true in the lumber and 
building material field. Today it takes more than 

foot-work to do your sales-work. 


Why? Because the dealer may be the same—but his business isn’t. 
It has changed—markedly. The size and scope of his operations 
have broadened. What’s more, there has been a big increase in the 
number of new product categories; and a big increase in the 
number of manufacturers in the old categories. More manufacturers 
today are firing away at the lumber and material dealer. 


Result? Three times as many salesmen are clamoring for his time 
and attention—and not getting it. True, your salesmen go on calling; 
THE JOB but they can’t go on selling because the dealer hasn’t time to listen. 


There’s only one answer: Strong, supplementary selling which only 
advertising can do—in all territories, and at no more than the 

cost of a good salesman. This advertising should be filled with meat 
and meaning; should be adequate and consistent. It should tell 
your product story in detail; do a real selling job. In fact, do the 
job your salesman would do if he could. 


Watch the companies forging ahead today with lumber and building 
material dealers—and you'll see this is exactly the kind of job they’re 
doing. And they’re doing it in the magazine that rates highest in the 
respect and confidence of these dealers: BUILDING SUPPLY NEws. 


BSN reaches more dealer establishments; knows their needs; 

serves them better. Small wonder BSN is picked by more advertisers, 
carries more advertising volume than any other magazine reaching 
lumber and building material dealers—and at lowest cost! 


BUILDING SUPPLY NEWS 


One of America’s Great Merchandising Publications 
Published at Building Industry Headquarters, home of PRACTICAL BUILDER 


and other leading building industry magazines. Other offices in Cleveland, 
New York, Miami, San Francisco, Portland and Los Angeles. 


Olndustrial Publications Inc., 5 South abash Avenue, Chicago 3, Illinois 
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Capital Airlines’ Jo Humbert—first hostess to welcome the jet age. 


A million jet-powered miles without spilling a drop 


Jo Humbert attributes her deft way with the earned a skyful of praise, but their nicest compli- 
coffee cups to the Viscount’s smooth Rolls Royce ments are unspoken. A sleeping baby, a plate 
engines. She was first assigned to the Capital wiped clean, a smile of contentment. They’d 
Viscount back in 1955. Since then she’s been enjoy making you feel at home on your next 
chef, waitress, secretary, librarian, weather fore- flight east of the Mississippi. Just ask your 

travel agent for a reservation on 


caster, and mother to her passen- 

gers for over a million jet-powered a jet-prop Capital Viscount and 

miles. She and her colleagues have cyt rs] prepare to be pampered! 
America’s largest jet-powered fleet 
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PACKAGES FOR PERFORMANCE 


DOBECKMUN design and printing skills have set the standards for the 
flexible packaging industry for more than thirty years. In printing by 
processed gravure, for example, Dobeckmun achieves quality of detail 
and definition on both films and foils that are the picture of perfection. 
The combination of truly creative package design and unmatched 
printing, backed by proven records of performance, can be yours to 
promote and attract new customers to your product. For a demon- 
stration of sales-winning ideas that will perform for you in the market 
place, call the Dobeckmun representative nearest you. 


Dobeckmun printing 
helps win shelf space 
and customer de- 
mand for Sunniland 
Nuts. Sunniland sells 
the whole product 
story, in words and 
pictures, visually and 
readably portrayed 
in Dobeckmun pro- 
cessed gravure. 


DOBECKMUN 


\ 


DOBECKMUN’S processed 
gravure printing speeds up turn- 
over for foods, textiles, paper 
products and thousands of other 
items marketed in Dobeckmun 
films and foils. eS Arresting 
design, faithful reproduction 
and flawless registration, in all 
printing processes, are part and 
parcel of packages for perform- 


ance by Dobeckmun. 


The Dobeckmun Company, A Division of The Dow Chemical Company, Cleveland 1, Ohio « Berkeley 10, California. Offices in most principal cities. 
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ENJOY A NEW HIGH 
IN LUXURY LIVI 


Most newcomers to Los Angeles find a home on First Street 


Los Angeles is galloping toward its goal: eight mil- 
lion residents by 1975 

In less than 10 years over two million people have 
moved into America’s fastest growing major market. 
It takes a real building boom to house the new families 
pouring in 

And that’s just what’s going on...a boom that 
raised March, 1959, Southern California construction 
figures (latest available) to 11% higher than the 


First in the nation’s No. 2 market 


record year 1958...a boom with no let-up in sight. 

Los Angeles builders and brokers are well aware 
that the liveliest market for new houses is on First 
Street. That’s why they place a thumping 73.2% of 
their total lineage, daily and Sunday, in The Times. 

Migrating? Here’s a tip: most newcomers to Los 
Angeles — folks, foods, fashions, furnishings — find a 
home faster on First Street. P.S. That’s where The 
Times "ves. 


Los Angeles Times 


Represented by Cresmer and Woodward, New York, 
Chicago, Detroit, Atlanta and San Francisco 
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Have You Tried Leasing Your Product? 


York Corp. had amazing results. It launched a lease-plan for 


its commercial air conditioning equipment right in the middle 


of the recession. Then, to everyone’s surprise, the idea not only 


took hold, but boosted the company’s share-of-market 28.4%. 


Equipment leasing got its foot in 
York Corporation’s sales door as an 
“extra”—a promotion and an alternate 
financing plan. 

The extra turned into a bonanza 
— pushing sales in recession-ridden 
1958 up 10%, while the rest of the 
industry dropped 16%. 

York Corp., York, Pa., subsidiary 
of Borg-Warner Corp., last year added 
the leasing plan to its overall sales 
package covering commercial air con- 
ditioners and before year’s end dis- 
covered it had stumbled on a valu- 
able way to broaden the whole mar- 
ket. Already in 1959 orders for the 
first four months of the year are 
65.8% ahead of last year’s same pe- 
riod sales, and the extra is a stand- 
out in the company’s sales program. 

“Many potential customers look at 
their liquid capital and eliminate 
themselves from the market when we 
talk cash sale,” says David H. Craw- 
ford, York’s commercial air condition- 
ing sales manager. “They tell them- 
selves they cannot afford air condi- 
tioning at that particular time, and 
hand the salesman his hat. We count 
on the lease plan not only to unlock 
the door, but to get the salesman 
invited to make a sales call later. 
And it works!” 

The program was introduced with 
a single national meeting in Florida 
for all distributors. York executives, 
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By ROBERT A. KELLY 
Midwest Editor 


as well as top management of the 
leasing organization, in this case Na- 
tionwide Leasing Co., of Chicago, 
specializing in merchandising-leasing 
arrangements, participated itm present- 
ing the program. Special emphasis 
was put on the great sales potential 
of the leasing “tool.” This year, the 
indoctrination program has been 
broadened into a series of five re- 
gional meetings for distributors. 

“There is more to a merchandising- 
leasing program than simply announc- 
ing it,” says Robert Sheridan, presi- 
dent of Nationwide. “You've got to 
make it absolutely clear to the sales- 
man from the start that you are trying 
to help him sell more, sell easier and 
sell faster. You've also got to make it 
clear to him that you are not aiming 
at making a leasing specialist of him. 
It’s commissions that interest sales- 
men. 

“This training is the key to suc- 
cess,” he continues. “If you've gotten 
across the point that leasing gives the 
salesman the edge on competition, 
then you'll get results. At this point, 
a financing program is transformed 
into a promotion.” 

The resulting promotional material 
supported this deniey: Every piece 
is written in language geared to the 
salesman’s needs. A simple brochure, 
entitled “The Nuts and Bolts of Leas- 
ing,” answers all questions about the 


mechanics of the leasing deal. Other 
material, stressing financial benefits, 
pushes the tax deductions possible 
with leasing. Samples of completed 
applications were included to guide 
the first-timers. In addition, the new 
salesman on his first lease call found 
an abundance of promotional mate- 
rial to help him close the deal. 

John Neinas, head of York-Wagner 
Distributors, Inc., Milwaukee, frankly 
admits, “I wasn’t too enthusiastic 
about the leasing plan, because we 
have a good many old-family-owned 
firms in the Milwaukee market. 
They're not as flip as businesses in 
other areas. Frankly, I wasn’t sure 
how they would react to equipment 
leasing. 

“The first time I presented the 
leasing plan,” he continues, “it was 
toa strong, respected company, a top 
credit-risk. It nailed the sale right to 
the barn door. The plan just froze 
competition out. That was a $1,500 
deal. When I walked out of the plant 
I asked myself, ‘how long has this 
been going on?” 

The next two times the leasing 
plan was introduced by Neinas’ men, 
it clicked. After that, his salesmen 
were no longer bashful about leasing 

Bill Magers, owner of Ozark-York, 
Springfield, Mo., found a different 
response to the leasing plan. 

“It was another sales tool, of course,” 
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he reports, “but it started people 
talking. My salesmen liked the open- 
ing it gave them—the fact that they 
had a fresh, new deal to offer their 
prospects. I really believe we would 
not have sold our new leasing busi- 
ness last year if we hadn’t been able 
to come up with the plan at the cru- 
cial moment.” 

R. E. Cassatt, York’s packaged 
products general sales manager, points 
to certain special advantages of the 
leasing plan: 


“1. While the competition was busy 
cutting prices, the York salesman was 
able to change the frame of reference 
completely by being able to talk 
monthly-lease costs. 

“2. Leasing has glamour that starts 
customers thinking. 

“3. Any time a salesman can bring 
home a cost-reduction angle to a cus- 
tomer, it helps him make a sale. By 
reducing equi »2ment costs to a month- 
ly lease-cost figure, the salesman was 
able to compare this with cost reduc- 
tion in terms the customer could easily 
understand. The customer could also 
understand that he is paying for his 
air conditioning out of the savings 
he will realize.” 


Cassatt reports that, during a re- 
cent check-back on lease customers, 
it was found that, without exception, 
customers were happy with the leas- 
ing deal and plan to “buy” again. 

The York-Nationwide lease plan 
packaged these features: 

1. The customer is offered 100% 
financing. 

2. The York dealer receives 100% 
cash from Nationwide, usually 24 
hours after the deal is closed. The 
leasing company also handles the bulk 
of the paperwork. 

3. Leases are accepted by the leas- 
ing company on a non-recourse basis. 

4. Lease-term is generally three 
years, although some run only two 
years, with a recent one signed for 
seven years. All have renewal provi- 
sions. 


5. While all leases are subject to 
the leasing company’s approval, it de- 
velops that the approval rate is 90%. 
It takes only three and one-half days, 
on the average, to process each appli- 
cation 

6. Monthly lease-payments are 
made directly to the leasing com- 
pany, eliminating all dealer paper- 
work after the sale. 

7. The leasing company and York 
prepared complete leasing kits for the 
dealers and salesmen. 
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8. The leasing company assisted in 
readying promotional material and ad- 
vertising, working closely with Dona- 
hue & Coe, Inc., York’s ad agency. 

One thing that York discovered 
early was that customers particularly 
like the lease plan because it does 
away with a large portion of the red 
tape often encountered in bank nego- 
tiations. Prospects fill out the forms 
and, if the credit checks out, the deal 
is closed in two or three days. This 


turned out to be a plus which had 
not been anticipated. 

The price factor, always important, 
took on a new look under the lease 
plan. 

Explained one dealer executive, 
“It’s a lot easier to sell $66 a month, 
than $2,000 for air conditioning 
equipment.” 

Sales Manager Crawford stresses 
the fact that York did not sit on its 
hands and wait for the lease plan to 


Ice Making Equipment! 


quick turnover of goods. 


How York Sells the Benefits 
Prospects for leasing contracts get a clear, organized statement 
in answer to the question, “What's in it for me?” In itself it is a 


convincing sales presentation. This is the story: 


Here’s how you can benefit by leasing York Air Conditioning or 


Besides receiving the time-saving, money-saving benefits of the 
most modern York equipment, you receive these benefits that 
only equipment leasing can offer: 


{ When you lease, you can keep your 
investment capital working! 
Since no capital expenditure is required for you to enjoy 
air conditioning or ice making benefits, your investment 
capital is not diverted and can keep working in its most 
profitable activities such as expansion, volume buying and 


9 When you lease, you may receive 

significant tax advantages! 

Rental payments are tax deductible operating expenses. 
You pay for the use of air conditioning or ice making equip- 
ment entirely out of income before taxes. It is interesting 
to note that Internal Revenue Service No. 55-540 states: 
“A significant motive may, in some cases, be the tax ad- 
vantages which might result because of the different tim- 
ing of the deductions for rent as compared to depreciation.” 
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Units 


5 765 
Units — 
, 1958 


do the job by itself. The company 
did, and does make continual efforts 
to sell the lease plan to its own sales 
force. “We have to do more than 
simply announce that York equipment 
can be leased.” Says Crawford, “Many 
companies, in other fields, offer leas- 
ing in small type at the bottom of 
their ads. Naturally, the plan rouses 
little excitement.” 

One such effort was York’s “Time” 
campaign—a drive to spur sales dur- 


ing the October-December “off” sea- 
son. Involved in the campaign were 
2,500 dealers and salesmen through- 
out the nation. 

The campaign stressed leasing. 
Each lease closed during the cam- 
paign received a_ substantial point 
bonus. A — skip-payment plan— 
buy now, first payment next spring— 
was used in the campaign. 

The result in 1958 was the best 
October-December period in the his- 


3 When you lease, you can enjoy the 


benefits immediately! 


Since leasing costs are operating expenses, divisional of- 
fices or plants, for instance, can enjoy the benefits of 
York air conditioning or ice making equipment imme- 
diately, without losing the usual time required for ap- 
propriation and approval of a capital expenditure. By the 
same token, companies who have unexpected, unbudgeted 
need for such equipment can usually meet the low lease 
payments out of available operating funds. 


4 When you lease, you keep your lines of 


credit open! 


You can enjoy air conditioning or ice making benefits with- 
out using bank loans or financing plans. Credit lines are kept 


open for use when needed. 


5 When you lease, you can keep up with equipment 
improvements—without capital investment! 
You have the advantage of using the latest equipment for 
the term of your lease. If at the end of the term, you find 
that newer York equipment will better meet your require- 
ments, you can enter into a lease for the improved equip- 
ment—again without capital investment. 


When you lease, York Air Conditioning 

6 orice Making equipment earns its way! 
The small monthly lease payments can be paid out of the 
savings and increased efficiency produced by the use of 


York equipment. 
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tory of York’s Commercial Air Con- 
ditioning Division. Normally, sales 
for this three-month period account 
for 12% of York’s annual commercial 
air conditioning volume. The cam- 
paign boosted this period’s sales to 
more than 25% of annual volume. 

National advertising in which the 
lease plan received top billing, broke’ 
in major markets and media immedi- 
ately after York’s initial sales meet- 
ings on leasing. The timing was basic 
to the campaign strategy of using the 
lease plan as York’s main door-opener. 
At the same time, the campaign was 
reinforced at the local level with 
newspaper advertising and with direct 
mail pieces keyed to specific markets. 

Says Todd Owens, York’s advertis- 
ing manager, “The response to our 
direct mail was so immediate and so 
far in excess of normal returns that 
we were certain that our lease plan 
was responsible.” 

One distributor, The Maryland Re- 
frigeration Co., Baltimore, was forced 
to stop its direct mail campaign when 
less than 10,000 pieces had gone out: 
The firm had received more responses 
than it was ready to handle! 

These are the results York attributes 
to the “plus” given to its sales pro- 
gram, by leasing, according to Austin 
“Russ” Rising, vice president and di- 
rector of marketing: 

e York’s business zoomed 10% in 
1958, when the industry as a whole 
dropped by 16%. This meant that 
York’s share-of-market rose by 28.4%. 


e Inquiries from advertising and di- 
rect mail piled up to a record volume. 
Responses to direct mail on the leas- 
ing program topped six percent, more 
than double the best previous year. 

e The leasing plan attracted cus- 
tomers at all levels, resulting in lease 
deals ranging from $1,200 to $165,- 
000. 


@ The lease proposal turned out to 
be an astounding door-opener. In- 
quiries about leasing resulted in cash 
purchases twice as often as in leases. 


e The lease plan gave York a big 
jump on competitors and was mer- 
chandised with great success in trade 
media, industry shows. 

e As a result of the lease plan, dis- 
tributors in many areas were able to 
win key dealers to handle the York 
line. 


e Enough distributors, dealers and 
salesmen were excited by the lease 
plan during its first year to guarantee 
its growth! 

With first returns for the current 
1959 program in, the year gives ex- 
cellent promise of topping 1958 by a 
wide margin. Momentum is strong 
and increasing. 
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&>/\ BY HARRY WOODWARD 


P-tential Clients: The Milkman and U.S. Steel” 


4 lean, rugged, one-time mining 
engineer has taken over the presi- 
dency of F. W 
New York City, which has its fingers 


Dodge Corporation, 


in a myriad of construction pies. The 
man: Irving W. Hadsell, who, in 
iimost 35 years with the corporation 
its predecessors has sold adver- 

ng space (“because I knew some- 
hing about engineering”), written en- 
ineering copy and, most recently, 
has been executive v-p of the impor- 
tant Construction News & Statistics 
Dodge's 


(serving the whole com- 


Division other divisions: 
Financial 
pan} Catalog, and Magazine and 
Book. Growth of Hadsell’s particular 
baby the 


Statistics end of the company, is 


Construction News and 


obvious from the fact that its reports 
(“everyone’ connected with construc- 
tion is a potential client”) are issued 
from 17 district offices in 37 of the 
states — statistically Dodge covers all 
48 — and that its volume is a whop- 
ping 13 times the figure at war's end. 
(In 1958, says Hadsell with pride, 
the division issued some 400,000 re- 
ports on projected new construction, 
using 1,000 field representatives to 
do the job.) Hadsell likes to tell peo- 
ple that the Government leans heavily 
on Dodge for statistical material. His 
father was, for years, with Phelps 
Dodge and it was with that company 
that Irving Hadsell began as an Ari- 
zona engineer, the career that’ has led 
him to F. W. Dodge's presidency. 


NSE’S Mcllnay: He Provides the Spark 


National Sales Executives, Inc., has a new presi- 
dent (see “Winners of the Sales Management & Ray- 
mond Bill Awards” page 110): He’s J. A. Mcllnay, a 
hearty extrovert, who generates the electricity you 
might expect from the v-p for marketing of The 
Electric Storage Battery Co., Philadelphia. Mac, who 
has been NSE’s national v-p and has served as a 
member of its board, has been “in batteries” for 
33 years. A native of Illinois, he took his first job 
as a member of the Engineering Department of 
Burgess Battery Co, later became general factory 
foreman before he shifted to sales. During the 
TLAS Depression his sales mettle showed itself: He opened 
new territories, recruited and trained salesmen 

MINERAL throughout the U.S. For his good work he became 
general sales manager. In *45 he joined Ray-O-Vac 
Co., now a division of Electric Storage. After a 
year as its eastern division manager, with headquar- 
ters in New York, he was transferred to Madison, 
Wis., as general sales manager. Six years later he 
became v-p for sales. The first day of this year he 
was elected v-p of Electric Storage. He’s a guy 
who says he likes people and means it. Proof: in 
1954 he was chosen Madison’s “Outstanding Boss 
of the Year.” He and his missus live in Gladwyne, 
Pa., have twin sons, both married. 
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“Finest Marketing Brains in 
American Industry” 


The quote’s from the late Alfred Steele, Pepsi 
Cola Companys’ chief executive officer. And the 
brains belong to Herbert L. Barnet, lawyer by train- 
ing, marketing man by inclination. For years he 
worked .as cl as two sips of Pepsi with Steele 
(since 55 he’s been the company’s president). Now, 
with Steele’s untimely death, he moves into his 
boss’s job. Herb Barnet, a widower with two boys, 
came to Pepsi in an off-beat way: He was with the 
Manhattan law firm that won the celebrated case 
of Loft vs. Guth, which determined the ownership 
of Pepsi. (Guth was head of the Loft candy com- 
pany, owned 91% of Pepsi. The case was to prove 
he had built Pepsi out of Loft money.) Barnet got 
so deeply involved in Pepsi that he stayed on as 
v-p of national accounts. Under Steele’s leadership, 
and with Barnet’s helping hand, Pepsi slowly closed 
the bap between itself and Coca-Cola: In 1950 
COKE rated Pepsi five-to-one. By 1955 the odds 
were only two-to-one. The odds are still dropping. 
Barnet plans no break in company plans, policies 
and programs; they were all formulated by the team 
of Steele and Barnet and they’re sound. Barnet, 48, 
travels 60,000 miles a year, refuses to commute far- 
ther than 20 blocks from home to office. 


PHOTOS BY GUY GILLETTE—LENSGROUP 


“THE FIRST PERSON | SAW... “ begins J. S. Margules. And back of his head flashed 
a member of the audience. From that point Western Union's sales meeting was off 
to a flying start. idea: The candid photos, taken minutes before, assured attention. 


Get the Salesmen in the Act! 


It's every sales manager's problem: How to tell salesmen about 


the company’s advertising. Western Union did it with meetings 


in which the stories of six campaigns were sparked up and 


spiced up thanks to the help of an on-the-spot candid camera. 


Western Union had a tough one on 
its hands. Could anybody come up 
with an idea for injecting some color 
and excitement into a series of sales 
meetings? 

Faced with the need for preview- 
ing and explaining six separate adver- 
tising campaigns before 300 salesmen, 
campaigns for which the company 


will spend this year more than $] 
million, the company backed away 
from the thought of meetings that 
might talk themselves to death. 

The advertising department fell 
upon its idea by looking at a much- 
used (for other purposes) Polaroid 
camera. It provided the means for 
developing a change-of-pace meeting 


THE CHECK SAYS 174,000,000, bu+ it is 
not in dollars. The figure represents 
the number of readers among the 
magazines in which Western Union 
advertises. (At right) Camera caught 
salesman at newsstand. Margules used 
this shot to show some of the publica- 
tions in which Western Union advertises. 


format which commanded high-pitch 
attention at 28 meetings in as many 
cities. 

Western Union has six distinct ad 
campaigns to cover its six largest 
operations. 

There are separate campaigns for 
(1) business usage of telegrams; (2) 
private wire services; (3) social tele- 
grams and money orders; (4) the 
company’s corporate campaign; (5) 
special services (such as the Operator 
25 program); and (6) international 
operations. It’s a complicated adver- 
tising schedule, using carefully se- 
lected media, tailored to specific 
needs. 

J. Seymour Margules, WU’s sales 
and advertising assistant vice presi- 
dent, had used the Polaroid technique 
often, when he needed a picture in a 
hurry. Why not, he reasoned, use it 
in a more important way? 

Here’s how he did it: As a meeting 
began, he'd point to a salesman in the 
audience and say, “Come to my room, 
Joe, and let’s discuss our advertising 
program.” Immediately Joe’s picture 
flashed on a large screen behind the 
speaker’s podium. For Margules had 
furtively snapped a salesman before 
the meeting began—at the magazine 
counter in the lobby, for instance 
(see photo below). “These,” he said, 
“are the publications we're using.” 

Other slides of field men in spon- 
taneous situations were projected, 
each used to illustrate some point 
about a given campaign. A picture 
of Margules’ hotel room, with a coffee 
table displaying business publications 
in which WU ads will appear, helped 
imprint schedules on salesmen’s sub- 
conscious. 

Only a few “canned” shots were 
used. These included several gag 
shots (Margules’ staff, knee-deep in 
advertising plans) and charts which 
couldn't be otherwise presented. 

Polaroid’s new transparency system 
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was a natural for such a presentation. 
Based on a unique kind of picture 
roll, the Land Projection film, it is 
used in a regular Polaroid Land cam- 
era. Once the black-and-white slide 
has been immersed in a small plastic 
container for 20 seconds, to harden 
the emulsion, the picture is ready. 

The Advertising Department avoid- 
ed the “professional look,” maintained 
the appearance of a simply-construct- 
ed, low-budget, informal job to en- 
hance the “local touch.” One picture 
showed someone’s feet crossed on the 
coffee table to convey a stretch-out- 
and-relax type of presentation. Mar- 
gules was alert to picture possibili- 
ties; he kept his eye cocked for such 
shots as salesmen having breakfast 
together, walking through the lobby, 
talking with a member of the adver- 
tising staff. 

Margules is the first to admit he’s 
no professional photographer. But he 
thinks the Polaroid camera, with its 
built-in advantages to the amateur, 
compensates for lack of skill. 

“The camera,” he says, “eliminates 
waiting one or two days for a photo- 
finisher to process the film. Within 
minutes after taking a picture I knew 
if it could be used in the script. If I 
had goofed, I could quickly take a 
second shot. And the cost was un- 
believably little—less than $30 for a 
complete slide presentation.” ® 


THE GAL WHO SELLS the magazines 
- that contain the advertising that helps 
WU salesmen sell! Familiar face impact. 


JUNE 19, 1959 


“BACK IN THE HOME OFFICE,” two harried members of the Margules staff 
were busily arranging the year's ad plans, their boss told WU’s salesmen. 
A touch of humor in some of the pictures assured the attention of the audience. 


At 
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MAN POINTING, but not being rude. He's R. F. Dirkes, assistant v-p, Private 
Wire & Facsimile Services. His picture, showing how department has grown, 
was flashed on the screen. For some salesmen it was their first look at Dirkes. 
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IT’S A BIG ORGANIZATION. This picture proved it to the salesmen. H. C. Alton 
(I), assistant v-p of marketing and research at WU had a chart to show John 
Morris, v-p of Benton & Bowles, that handles the Western Union advertising. 
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Eureka Cleans up 
In Secondary Markets 


Cities of 10,000-100,000 are yielding an increasingly rich 
payoff. A. L. McCarthy’s formula: Push one strong dealer. 


Run hard-sell newspaper advertising on Mondays, featuring low- 


price leader, free premium, free trial, and money-back guarantee. 


By LAWRENCE M. HUGHES 
Senior Editor 


“Secondary markets should travel 
first class . . . if you expect to get 
first-class results from them.” 

As vice president in charge of the 
Eureka Division of Eureka Williams 
Corp., Bloomington, Ill., A. L. Me- 
Carthy has put long and broad expe- 
rience into applying the power of 
newspaper advertising to sell vacuum 
cleaners. 

This year, on Eureka’s co-op sched- 
ule of 500 dailies (50-50 with deal- 
ers), more newspapers published in 
cities of 10,000 to 100,000 popula- 


tion are getting more linage than ever 
before. McCarthy has long known 
that there are many times as many 
“middle” as major markets, and that 
in many states these markets have 
larger combined population. 

In Iowa, for instance, the one major 
city is Des Moines, with slightly less 
than 200,000 population. But in this 
state, he shows, there are “22 other 
cities in the 10,000-100,000-popula- 
tion bracket whose combined popu- 
lation of 719,000 is more than three 
times as large as that of Des Moines. 


“If you neglect these other cities, 
you're throwing away the best part 
of your market.” 

In first quarter 1959, when indus- 
try vacuum cleaner volume rose 9.9% 
from first quarter 1958, Eureka’s sales 
soared 40.5%. McCarthy credits this 
increase largely to “stepped-up size 
and frequency of newspaper ads — 
specifically in secondary markets.” 

Eureka’s total advertising budget 
— based on sales expectations — has 
been expanded 25% for 1959 to $1,- 
250,000. This includes the company’s 
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Attention to Middle Markets .. . 


is reason for Eureka’s current sales boom, according 
to A. L. McCarthy (left), v-p, sales, here checking local 
newspaper ad with Warren W. Schwed, advertising 
and p.r. director (standing), and H. J. Allemang, execu- 
tive v-p, Eureka Williams. 

McCarthy, who would rather not be known as 
Arthur Lewis, has spent the past 44 years casting a 


leprechaun spell on housewives for a Greek brand 
name meaning “| have found it.” Eureka vacuum 
cleaners had only been five years on the market when 
he began to sell them door-to-door. In those days 
homes still had gas jets available in case electric 
power failed. A woman had to be convinced both 
that the new cleaner worked better than a broom and 
that she wouldn’t be electrocuted by one. 

Before long McCarthy forsook personal demonstra- 
tion to concentrate, as sales manager, on mass con- 
viction. Since 1925 Eureka has put most of its adver- 
tising money in daily newspapers. And since then 
McCarthy has applied a foine Irish hand to copywrit- 
ing. Staunch advocate of the big ad (“You can’t kill 
elephants with a pea-shooter.”), McCarthy sticks to 
set formula including free trials, premiums, specially 
priced model, for his secondary-market ads. 

Timing and position count too. His favorite day is 
Monday, with thinner newspapers, prospects home 
after weekend. Position should be back page or right- 
hand page up front, in main news section (“A vacuum 
cleaner is a sizeable family investment.”). 

When not on the road checking ad responses, Mc- 
Carthy works days and most nights in Eureka‘s plant 
in Bloomington, Ill. Weekends he relaxes with his wife 
in apartment on Chicago’s Lake Shore Drive. 
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share of co-op advertising in daily 
newspapers which for a third of a 
century have been its primary me- 
dium. 

Also scheduled are four-color ads 
in Reader’s Digest, and in Parade, 
This Week Magazine and “independ- 
ent” Sunday magazines of a total 105 
newspapers; spot TV in the New 
York metropolitan area, business pub- 
lications and direct mail. Earle Lud- 
gin & Co., Chicago, is the agency. 
Under Mc Carthy, Warren W. Schwed 
serves as director of advertising and 
public relations and Clifford O. Greek 
as marketing director. 

Eureka Williams Corp., headed by 
C. Russell Feldmann and owned by 
the Feldmann family, does not rev2al 
actual sales, but in four decades, 
against a lot of new and some king- 
size contenders, the company kept its 
volume. Though its share-of-market 
in this period dipped from 30% to 
12%, the industry's annual volume 
nearly trebled from 1.2 to 3.3 million 
units. 

Eureka’s new line (featuring its 
“Vibra-Beat” cleaner) includes four 
canister-type, retailing at $39.88, 
$49.95, $69.95 and $89.95: and one 
upright at $89.95. But though one 
division features the lowest-price 
model in advertising, it trades up in 
the store. Forty percent of all its deal- 
er sales now are on the $89.95 Vibra- 
Beat machine. (After Electrolux and 
Hoover, Eureka is now running neck- 


and-neck with big G-E.) 


® Eureka sells through 25 factorv 
branches, 69 distributors and 10,000 
retail dealers. Distributors are con- 
tacted by 15 Eureka regional man- 
agers. Most of the dealers are in 
middle markets and small towns. 

Like its major competitors, Eureka 
has long been strongest in major mar- 
kets. But unlike them, it has set out, 
McCarthy says, to “get a grip on 
secondary markets.” 

All dealers, of course, participate 
in year-around co-op advertising in 
proportion to their purchases. But in 
each town Eureka builds a major 
campaign on one strong dealer! 

“We get him excited. We give him 
window and store displays and hard- 
hitting newspaper advertising. Then 
we excite the prospects in his area.” 

For each town Eureka’s annual tar- 
get — usually exceeded, McCarthy 
points out, is “two and one-half sales 
for each 1,000 of population. 

“Using strong promotion ads in 
good newspapers is the one sure way 
to get full sales quota from every 
town. People buy in trading centers. 
Strong dailies cover nearby towns 


like a blanket.” 


To insure “reader attention, imme- 


SUME 1.9, T9S9 


ROTO-MATIC MODEL 805-8 


Over SUG.000 waits were soht at the original 
$69.95 price! Was caved “No. 1 Hew Muy” by 
leading testing laboratory’ Horry only a tin 
jted number availabte for this special sate 


hall sal 
COMPLETE watt 
OFLUAE TOOLS 
MFG'S ORIGINAL Was $6995 
© 7 phere cet of Delure 
Attasb-O Matic Chp-on Tools 
© Super power! 20°, ww ‘ 
Hee, full % HP mater 


$925 


rte whee 
© Me dust bag to empty 
© Se quiet, so light 


sats OF PORT 


LIMITED 


Evecking 
. eane! 


art FO / 


Lom Tol / 
/ 


> FREE IOS 


_ HASSOCK CHEST. TV BENCH 


PLUS LIBERAL TRADE-IN ALLOWANCE 
TO INTRODUCE THE SENSATIONAL NEW 


& Y te pot 
with exclusive 


INCLUDING 10 PC. SET OFLUKE CLEANING TOOLS 


PHONE (1: rom wo.) FOR 10-DAY HOME TRIAL 


DEALER'S NAME AND ADDRESS 


Mobile Cine 


Vibra Beat 


CLEANING ACTION 


fer the tere 


BEATS! SWEEPS! 
SUCTION berets 


DEALER'S MAME 
Oeasen’s STREET & CITY 


Pears a) Kl deter am yout burehe | 


kone see 


eee — ewe 


THE INGREDIENTS ARE TESTED: Most Eureka newspaper ads feature 


a low price machine, a free trial offer, 


diate action — and remembrance,” 
Eureka buys “big ads in preferred 
positions. Each ad must have a spe- 
cial offer and a time limit. Each 
emphasizes hard-sell with a low-price 
leader, a free premium, ten-day free 
trial and money-back guarantee. Each 
plays up, and repeats, the dealer’s 
name, address and phone number.” 

As compared with 28 inches (392 
lines) last year, Eureka’s smash opener 
in secondary markets is now usually 
62 inches. From an ad of 62 inches 


a money-back guarantee. 


(868 lines) McCarthy counts, in the 
first week, on unit sales of “the cost 
of the ad divided by five.” Thus in 
the first week an ad costing $100 (all 
the co-op advertising is at local rates) 
should sell 20 cleaners. In the first 
three weeks after appearance expec- 
tation is cost divided by four. 

For each ad, regardless of size, the 
featured dealer pays only 50 percent 
of the cost. The rest is shared by the 
factory and the distributor. 

Early in one recent week such 
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stores as Herrod Furniture, in the 
Ogden, Utah, Standurd-Examiner, 
Moberly Maytag, in the Moberly, Mo., 
Monitor-Index and Democrat, and 
Gamble’s in the Fargo, N. D., Forum- 
News, were announcing: 


“SALE! THIS WEEK ONLY.” 


Ogdenites, Moberlyites and Fargo- 
ites could get a free trial and guar- 
antee of a “powerful, brand new 
Eureka model, complete with deluxe 
tools, for $39.88.” (Over 500,000 
units were sold at the original $69.95 
price.) 

Prospects also would get, that week, 
for free, a “$19.95 hassock chest-TV 
bench” with the purchase of a Eureka 
Vibra-Beat cleaner at $89.95. 

Ogden’s population is 68,000. The 
ad there cost $108. In the first two 
and a half days Herrod made 18 sales. 
Only two of these were the featured 
$39.88 machine. Eight sales were for 
$49.95 each, two for $69.95, six for 
$89.95. Already, Herrod had sold 
$1,158.96 of Eurekas —at an adver- 
tising cost to him of only $54. 

Probably, Herrod sold a lot more. 
Within a week of the ad’s appearance 
he had ordered 35 more Eurekas to 
meet the swollen demand. 

Moberly’s population is 13,000. In 
the first two days Moberly Maytag 
got eight phone calls, nine store cus- 
tomers, and made seven sales: five 
of $89.95 models and two of $49.95. 

Fargo has 40,000 people. In two 
days this Gamble’s store received 18 
phone calls and ten walk-in custom- 
ers. Of the 14 sales in this period 
six were at $89.95, three at $69.95, 
one at $49.95, and four of the adver- 
tised model at $39.88. 


- Proportionately, the approach 
works as well in major markets, too. 
At the time of these “secondary city” 
campaigns Eureka’s factory branch in 
Detroit ran the same 62-inch ad in the 
Free Press. In the first week it pro- 
duced 61 phone calls, and in two 
weeks, 52 sales by service salesmen 
in homes 

But while such ads have long life, 
McCarthy keeps coming up with 
newer offers and appeals to spark new 
and possibly greater “excitement.” 
Eureka tests them under the same 
conditions—same size ads, same back- 
page positions, on Mondays—in four 
afternoon newspapers: The Detroit 
News (and sometimes the morning 
Free Press), the Times-Herald of Port 
Huron, Mich. (pop. 36,000), the 
News-Sun of Waukegan, Ill. (pop. 
10,000), and the Herald-News of 
Joliet, T!. (pop. 52,000). 

Last year the company tested spot 
TV for the first time. “We scheduled 
one station in each of seven markets,” 
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McCarthy explains, “with the tests 
varying from four to ten weeks. In 
four markets— New York, Philadelphia, 
Boston and Washington—we ran one- 
minute announcements. In Chicago 
and Grand Rapids the spots were 80 
seconds and two minutes; in Kansas 
City, two minutes. 

“As a result . . . we're now using 
TV only in New York (on WRCA). 
We've found that New York is the one 
major market where television can 
give us better coverage than a big- 
circulation newspaper. 

“For low-price, packaged items TV 
may be fine. But for our type of 
product, newspapers are a marketer's 
best friend. No other form of adver- 
tising will deliver as many people on 
a single day. Strong promotion ads 
in good newspapers are the sure way 
to sell full quota in every town and 
its trading area. 

“Most good newspapers offer mer- 
chandising help, too. 

“Newspaper advertising supports 
local dealers. Actually, we've found 
that our big 62-inch promotion ad 
pulls better in areas thoroughly can- 
vassed by doorbellers (Electrolux 
men, for example) than in others.” 

McCarthy lends a promotional hand 
to other brands handled by Eureka 
Williams (only two-thirds of its vac- 
uum cleaner volume is from Eureka’s 
own label). Several years ago he 
wrote an ad for a $49.85 cleaner 
which the company then made for 
Montgomery Ward. In ten test towns 


Ward’s total tab on this ad, at local 
rates, would come to $560. 

“The Ward people were skeptical 
when I told them that, on our formula 
of $560 divided by four, they would 
sell 140 cleaners in two weeks. In- 
stead, they sold 151 — or a combined 
volume of $7,527.35. That’s an ad- 
vertising ratio of about seven per- 
cent.” 

In the first four months of 1959 
Eureka has engendered “excitement” 
—and sales—in “almost every ‘major 
secondary market.’ We don’t pick 
just the ‘good’ towns. Business con- 
ditions may be better in, say, Ansonia 
than in Troy. But when the thing is 
done right the Troy ad pulls, in pro- 
portion to population and circulation, 
just as well. 

“Danbury has had its troubles. 
But we move in there with a big ad. 
We run six or eight big ads a year, 
with smaller ones in between, for a 
total of 4,000 or 5,000 lines . . . and 
we're made.” 

The main difference seems to be 
that in some secondary markets the 
plan works even better. “Take Joliet, 
for instance,” says McCarthy. “There 
we do a steady 200 sales a year. On 
this basis Joliet’s population should 
be at least 50% larger than it is!” 

The Joliet Herald-News may get 
more Eureka linage than many an- 
other daily. 

“But then again,” McCarthy ob- 
serves, “maybe we've made our ‘for- 
mula’ too conservative!” # 


| am paperwork. 


anything. 


exists. 


on my career. 


THE ORGANIZATION: 1959 


lam the lifeblood of every modern organization. 


1 do not create ideas. | do not make anything. | do not sell 
Yet | am greater than all these—for, without me, nothing else 


| prove there was an idea, a product, a sale. Whether these are 
good or bad is not my problem. 


| am the record, multiplying ever faster and faster and faster. 


My success story is proved by rows and rows of shiny filing 
cabinets, all filled with neat memos, invoices, purchase orders, 
etc., plus carbon copies of everything. 


1 am the delight of the Federal Government, which started me 


My big day will come when the company goes bankrupt. Then 
| will be needed to prove how we got there. 


~—Leonard Kane 
Director of Advertising 
Sonotone Corporation 
Elmsford, New York 
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U.S. Army Nike Hercules Anti- Aircraft Missile. 
Range 75 miles, Nuclear or conventional warhead. 


its Loaded 


with buying power... 
THE INDIANAPOLIS AREA* 


Sales are rocketing skyward in this rich market. With over two- *FIRE YOUR SALES MESSAGES AT 
million people it ranks with the biggest. And with more spending THIS RICH 45-COUNTY TARGET 
power per family it's one of the finest. That's why retail sales here 

Population: 2,152,000 
Income: $3,823,053,000 
Retail Sales: $2,466,255,000 


' Coverage: 54.9% By 
whole 45-county area. Write for full market data. " The Star and The News 


are 15.9% above the national average.t And it's all yours when you 
use The Star and The News. They blast the target with saturation 


coverage of Metropolitan Indianapolis and 54.9% coverage of the 


¢ Sales Management, Survey of Buying Power, 1959 


T <iggionapell S TAR Morning & Sunday 


KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES 
JUNE 19, 1959 43 
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. $253,538,000 
Up $4 Million 
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Retail Sales 
$167,091 ,000 
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All City Zone—Sales Manag. SBP, 1959 


THE TROY RECORD 
THE TIMES RECORD 
TROY, N.Y. 
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WORTH WRITING FOR... 


Industrial Buying Influences 


Who buys in business and industry 
today? Who exercises the most in- 
fluence and for which types of prod- 
ucts? Answers to these and other 

uestions are in a new study con- 
ducted by Crossley, S-D Surveys, Inc. 
Industrial purchases are divided into 
two categories: repetitive purchase — 
product or service bought on a con- 
tinuing basis or reordered; non-repeti- 
tive purchase — product or service 
bought on a one-time basis where 
specifications and selection play domi- 
nant roles. Highlights: Top manage- 
ment is the decisive influence in non- 
repetitive purchases; middle manage- 
ment holds the key to repetitive pur- 
chase decisions. Write Richard La 
Bonte, Promotion Director, Dept. SM, 
Business Week, 330 W. 42nd St., 
New York 36, N. Y. 


Food Chain Store Sales 


1959 breakdown of food chain 
store deliveries by commodity groups 
and gross margins. It is based on 
those groups most commonly checked 
by top management in the chains. 
Several classifications have been added 
to the list this year: nuts, peanut but- 
ter, magazines, party snacks. Write 
Titan Du Plantier, Promotion Man- 
ager, Dept. SM, Chain Store Age, 2 
Park Ave., New York 16, N. Y. 


Greater Milwaukee . . . 


Shopping Habits: A four-year trend 
showing where families shop related 
to where they live. Data include the 
percent of families living in each of 
14 geographic areas, who shop with 
varying frequency at each of 10 major 
shopping areas; composition of fami- 
lies; employment and income; home 
ownership; households by income 
brackets; instalment buying. Write 
Court R. Conlee, Promotion Manager, 
Dept. SM, The Milwaukee Journal, 
Journal Sq., Milwaukee 1, Wis. 


The St. Paul Market 


1959 consumer analysis of brand 
preferences and buying habits of the 
St. Paul ABC City Zone. It covers a 
wide range of products in seven cate- 
gories: foods, soaps, drugs and toi- 
letries, beverages, appliances, auto- 
motive, general. Other data include 
where families buy most of their 
groceries and meats; day or evening 
on which they buy; type of advertis- 
ing found most helpful in food buy- 
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Se SPURT REIT rH 


from one ad page ir 


> 


kvening 


f 


growing world-wide 


W ith th e he st in lon g In addition to the 50 states, the Wheaton organization 


is offering prompt, dependable service to an 
; 1 ' increasing number of foreign countries throughout 
d sta n C e m 0 ving S e rvice the world. Only the most modern equipment 
and latest techniques are employed to give 


maximum protection in transit. 


COAST TO COAST LONG DISTANCE MOVING 


in the West, call OVER 525 
AGENTS IN ALL 
PRINCIPAL CITIES 


$1,000 cash per month! 
With estimated average cash 
farm income of $12,120 in 1958 


highest on record... Successful Farming 


farm subscribers earned 69% more than 


the average US farmer.. This peak 


follows a decade of cvinvaal earnings 
of around $10,000. Successful. Farming 
farmers have more money to spend 
and are spending it for remodeling 
new homes, luxuries, better living 
Successful Farming gives balance to 
national schedules, influence based on 
57 years of service, and the best 

class market in the US! 

For better business, go where business 


is better! Full facts, any SF office 


Successful Farming 


ing. Write George H. McFadden, 
Manager, National Advertising, Dept. 
SM, St. Paul Dispatch-Pioneer Press, 
St. Paul, Minn. 


Consolidated Consumer Analysis 


Fourteenth annual study of buying 
habits and brand use in 21 markets. 
Products used and brands bought are 
shown for 130 subjects with easy-to- 
follow, market-by-market compari- 
sons. Shown are: three-year trend of 
product use market-by-market; rela- 
tive position of leading brands; per- 
centage of use for leading brands in 
each market; median percent of use 
for all markets for a three-year pe- 
riod; first-place brands. Write Newell 
Mayer, The Milwaukee Journal, Dept. 
SM, Journal Sq., Milwaukee 1, Wis. 


Spot TV in 1958 


Employing TvB-Rorabaugh estt- 
mates of television expenditures, this 
report shows that advertisers increased 
their spot TV investment by $62,- 
970,000, or 14%, in 1958. This com- 
pares with a network television in- 
crease of 9% for a same period, and 
a 1957-over-1956 advance of $51,- 
236,000, or 12%, in spot TV expendi- 
tures. Write Bob Hutton, Promotion 
Director, Dept. SM, Television Divi- 
sion, Edward Petry & Co., Inc., 3 E. 
54th St., New York, N. Y. 


Sales Aids from Advertisers 


Have you written for these booklets or 
samples described in recent advertise- 
ments in SALES MANAGEMENT? 


Portrait of Today's Successful Business- 
man: How he can be identified and how 
he can be covered. U. S. News & World 
Report, Dept. SM, 45 Rockefeller Plaza, 
New York 20, N. Y. 


Effective Cataloging in the Pipe Line 
Market: A complete fact book. Gulf 
Publishing Co., Dept. SM, P. O. Box 
2608, Houston 1, Tex. 


Outsert Folders: How they can sell for 
you. Outserts, Inc., Dept. SM, Eureka 
Specialty Printing Co., Scranton 3, Pa. 


*Lectronic Lectern: Details on how to 
get your ideas across forcefully at meet- 
ings with a built-in high fidelity sound 
system. Radio Corporation of America, 
Ny SM, Lectern Sales, Camden 2, 


Selling a Trade Name: How to build 
dealer confidence, customer confidence 
and sales. CBS Television Spot Sales, 
Dept. SM, 485 Madison Ave., N. Y. 


Market Facts: Study of the Rotarian 
reader. The Rotarian, Dept. SM, 1600 
Ridge Ave., Evanston, IIl. 


Your Markets Are Changing and Media 
Data File. Industrial Equipment News, 
wT \ 461 Eighth Ave., New York 
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THE HOUSTON POST 


continues 


fo be HOUSTON’S 
LARGEST DAILY 
NEWSPAPER 


in total circulation 


POST'S TOTAL 207 ,023° 21 5,350 


CIRCULATION: 
we DALY SUNDAY 


Read all day by able-to-buy families who gladly 
pay 20c more for their monthly Post subscription. 


W. P. Hobby, Chairman of the Board Oveta Culp Hobby, President 


Represented Nationally by Moloney, Regan & Schmitt 
JUNE 319, 1939 


“BUSINESS PUBLICATION 
ADVERTISING IS ESSENTIAL 
TO OUR SALES GROWTEH”’ 


‘Good advertising, properly placed, produces profits,” says 
Stuart H. Smith, Vice President in Charge of Sales at SKF 
Industries, Inc. ‘‘Our diverse product line compels us to seek 
customers throughout industry. A sustained advertising pro- 
gram in leading business publications is essential to augment 
our field sales efforts. We know that it helps us reach all levels 


of purchasing influence for ball and roller bearings.”’ 


IF WHAT YOU MAKE OR SELL is bought by business 
or industry, you can “‘mechanize” your selling by concentrat- 
ing your advertising in one or more of the McGraw-Hill pub- 
lications serving your major markets. You reach your most 
important prospects while they are in a business mood . 

create interest and preference for your brand . . . keep them 
sold. This gives your sales force more time for the important 


tasks of making proposals and closing sales. 


McGraw-Hill « 
—@- oo are : ans 80} 


re 


McGRAW-HILL PUBLISHING COMPANY, INC., 
330 WEST 42nd STREET, NEW YORK 36, N. Y. 
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MORE ADVERTISING HERE MEANS 
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Mr. Smith (standing) reviews the SKF advertising 
program at a meeting of the Sales Division Staff. 
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Is ‘The Guarantee” 
Still a Sure Thing? 


How potent an appeal is “the guarantee”? Sales Management 
asked its Sales Leadership Panelists, got the following reactions: 


1. “Full purchase price refunded 
upon return. of merchandise to the 
factory.” This used to have a strong 
consumer — says E. H. Klaus, 
marketing director, Balfour, Guthrie 
and Co., Ltd., Fresno, Cal., but would 
be effective today only if the cus- 
tomer could return merchandise to his 
local dealer or salesman. “To ‘factory’ 
weakens the appeal,” says Klaus. 

On the other hand, W. C. Neu- 
mann, general sales manager, Wire 
Div., Union Steel Products Co., Al- 
bion, Mich., feels it still has a strong 
consumer appeal today. R. A. Bedell, 
field sales manager, White Labora- 
tories, Inc., Kenilworth, N. J., thinks 
it has only a moderate lure, “because 
so many companies add guarantees, 
the effectiveness is reduced.” T. F. 
Costello, general sales manager, Sea- 
brook Farms Co., Seabrook, N. J., 
finds the back-to-the-factory entice- 
ment a weak one. 

2. “The Guarantee”—generalized 
version, gets a “strong appeal” vote 
from W. W. Van Orsdel, sales man- 
ager, Jayvee Brand, Inc., Portland, 


Ever Hear of the 
Oklahoma Guarantee? 


“You might be interested in 
the Oklahoma Guarantee,” writes 
Panelist Fred E. Schuchman, Jr., 
general sales manager, Home- 
stead Valve Manufacturing Co., 
Coraopolis, Pa. 

“The salesman, when asked if 
the product is guaranteed, says, 
‘V'll be a son-of-a-gun if it doesn’t 
work!’ A week later when called 
and told that the product doesn’t 
work, he admits, as he hangs up, 
‘Well, | am a son-of-a-gun.’ “ 


Ore.; a “moderate” nod from Arthur 
Lopatka, vice president, Sun Valley 
Industries, Inc., Chicago, and a 
“weak” rating from J. K. Lincoln, 
eastern sales manager, Micro Switch 
Div., Minneapolis-Honeywell Regu- 
lator Co., Freeport, Ill. 
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SALES LEADERSHIP PANEL REPORT 


3. “Merchandise will be replaced 
if found defective.” W. W. Pennels, 
vice president, Typewriter Division of 
Royal McBee Corp., Port Chester, 
N. Y., thinks today’s consumer is still 
strongly influenced by this guarantee; 
Marvin J. Mort, executive vice presi- 
dent, Mallard Manufacturing Corp., 
Philadelphia, considers it only a luke- 
warm inducement to buyers, and Miss 
Sara H. Cote, special sales manager, 
Kem Plastic Playing Cards, Inc., New 
York, thinks it’s “too negative, implies 
the possibility of a defect.” 

4. “Lifetime guarantee” impresses 
John Fairgrieve, sales manager, The 
Nestle Co., Inc., White Plains, N. Y., 
as a powerful sales stimulant. It gets 
less glowing endorsement from Ken- 
neth J. Osgood, sales manager, Baby 
Products Div., Chicopee Mills, Inc., 
N. Y., and J. N. Kemple, sales man- 
ager, Page Steel and Wire Div., Amer- 
ican Chain and Cable Co., Inc., Mon- 
essen, Pa., gives it the lowest rating 
with the comment: “What is a ‘life- 
time’ and whose ‘lifetime’ is in- 
volved?” @ 


Sales Leaders Find Today’s “Guarantee” Only Moderately Enticing 


The “Guarantee” appeal has done much over the years to build consumer faith 
in nationally advertised brands. Here’s how 188 of Sales Management's Sales 
Leadership Panelists rate the effectiveness of four versions of this appeal—today. 


STRONG CONSUMER APPEAL 


“Full purchase price refunded 
upon return of merchandise to 
the factory” 


28.7% 
“‘The Guarantee’ appeal” 


26.6% 


“Merchandise will be replaced 
if found defective” 


28.3% 


“Lifetime guarantee” 


40.7% 


MODERATE APPEAL WEAK APPEAL 


43.1% 28.2% 


393.7% 19.7% 


42.3% 29.4% 


31.7% 27.6% 
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““ATeve Got 


500 men in 


“When we brought out two new product lines last year, I convinced man- 
agement that we ought to automate machine operations so we wouldn’t 
have to take on a lot of new help. The new set-up is really paying for itself. 
Got the idea from an article I read some time ago.” 


You hear that kind of observation again and again from Metalworking 
production men. In today’s fast-moving economy, emphasis is on increased 
output and lower costs. Keeping up with what’s new — and what’s coming 
—is a must for production management (like our imaginary but typical 
Mr. McGowen) who guide manufacturing in Metalworking. 


That’s how American Machinist works for these men, Whether their jobs 
are behind a desk, in front of a drawing board or bossing the crew on the 
shop floor, American Machinist helps them do their jobs better. Thus, 
more of them subscribe to it than any other Metalworking publication. 
It’s the “most useful” magazine in the field. That’s why, in Metalworking 
plants, production men will tell you... 


“T have to read American 
Machinist” 


McGraw-Hill Magazine of Metalworking Production @ 
330 West 42nd Street, New York 36, New York @ 


JUNE 19, 1959 


PLANNED INCOME INVENTORY of TRANK J oves 


Prospect's Name FOLLOW-U P DATES and 


Number CLOSING 


Type Units 


4-22 


@ A, LIKE 
J.D. Sami 


1-22 


ABC Core 


1-¢4 


Sake Dne. 


1-22 


Qohn Dor + 


Tha Daibes Meuse |%h® 


(- /4 


Proclucte: dre [777 


(-22 


A.A. Byoum jah? 


1-22 


Tnsunance Corp |/p* 


|- 144 


J. 8. Sion |%° 


we 


Kitchene, Duc. A” 


{- 2a 


C ‘ oy, t 


1-22 


V4 | Ame. Prculivs Wa 


I-14 


Shu G hase Co. 74° 


§-22 


1G |\wame. U.S. Teuck Pla! 


1-22 


“ f-22 


‘/i0 Irucking Tie. Ael $ O 4 


Give The Prospect Reasons WHY He Should Buy 
Code: 1, Personal Call 2, Tel. Call 3. Literature with Notes 4, Literature with letter 5. Testimonial 6. Referral 7. Misc. P-2 


How Planned income Inventory Works 


At the end of each day the salesman fills out this 
form, listing likely new prospects with whom he 
has set a specific call-back time. After each name 
he makes three entries: 

® Date and method (see code at bottom of 
form) of first planned follow-up. 

® Number and types of units he expects to sell. 

* Month in which he expects to close. 

If a man has seven selling interviews a day his 
gay ooh ries rg gg Ft mga q ‘ 

requires lesman to make contac 
with aah Mad’ Gr Welt ence © month 


the salesman call “bien on the embers of interest 


he has created,” Drake insists. Moreover, he should 
record each “blow” on the form. 

As for the sales or branch manager, he need pick 
up these sheets only once every two weeks and 
even then, he doesn’t have to read them. He merely 
flips through the eight or ten pages a salesman has 
filled in, glancing only at the closing-month column. 

Taking this sample done in January, for instance, 
he’d see at once that Jones has an encouraging 
month ahead in May, but that April doesn’t hold 
much promise. Having spotted this danger flag 
three months in advance, the sales manager can 
channel his man’s efforts. On the next few calls, 
for example, Jones could say, “how about sometime 
in April?” when the prospect suggests a return bout. 


When he does that, says Drake, “he’s planning.” 


System for Snagging 
See-Me-Later Prospects ne Sins shee to oats 


‘pretty good to me. . . but not now 


What Gallant calls “Planned Income Inventory” is at once a .- - - maybe in a few months . . .”? 
, : a . = According to the man who has 
simple plan for inducing salesmen to schedule their work in developed a system for handling this 
advance, and a means for systematic follow-up which keeps _“°sPo"se — William F. Drake, execu- 

tive vice president of Gallant, Inc., 


potential sales from dying on the vine. Anyone can use it. Washington, D.C., distributor of Min- 
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“This is the size we use for the Growing Greensboro Market!" 


| GREENSBORO Set off a chain reaction! End up with carloads of sales 
THE SUPERMARKET by cashing in on one of the South’s real big super-mar- 
ESESORRESIRER 8 kets—the Growing Greensboro Market. It’s a top shop- 
ping-and spending area, where one-sixth of North 
Carolina’s population accounts for one-fifth of the 
state’s $4 billion in total retail sales annually. This 
ol makes the Growing Greensboro Market the second 
: best in the South and fourth best in the Nation in per 
family retail sales. If you want to pile those carts full 


PRs 
Oat 
“ii I. - . with your particular product yu will automatically 


' 44 select the Greensboro News and Record as your major 
Le advertising medium. Over 100,000 circulation daily. 
Over 400,000 readers daily. 


Only medium with dominant coverage in the 
Growing Greensboro Market and with selling 
influence in over half of North Carolina! 


Greensboro : 
; \ews Hid Record : a 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 


Sales Management Figures 


FOR THE EXECUTIVE CONCERNED 
WITH THE MOVEMENT AND 
RELOCATION OF PERSONNEL 


Now! move 
with confidence 


Call in your local Atlas Agent to discuss personnel move- 
ment and relocation on an individual move or long term 
basis . . . and you’ve taken a giant step forward in relieving 
yourself of one of your more persistent, periodic problems. 


Here's why... Single-Line 

e The Atlas agent fits himself quickly into your departmental and Nationwide 
methods . . . from the beginning can relieve you of many details. 

e Atlas service is economical...your cost of transferring families Local...Long-Distance 
goes down. Moving... Storage 

e Atlas service is geared to increased customer satisfaction . . . 
your employee morale goes up during a critical period. 


ATLAS 


VAN-LINES, INC. 
General Offices: 
6244 South Ashland, Chicago 36 


FUME. . 49, 1959 


14” buys 
Aureguiol 
ULTRAMATIC 
SHOW-HOW 
FOR YOUR 
SALESMEN 


AIREQUIPT ULTRAMATIC 


Ultramatic Viewer 

Additional Magazines 

Carry Case for Viewer and 
up to 8 magazines 


Airequipt Mfg. Co., Inc., 
20 Jones Street, New Rochelle, N. Y. 


Please send descriptive literature on the 
Airequipt ULTRAMATIC SLIDE VIEWER. 


Name_ 


Company. 


Address___ 


ae = hl |) 
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tains: 


The Salesman... 
Has no clear goal in sight. 
Works under pressure. 


Sees prospects on a catch- 
as-catch-can basis. 


Feels alone and in need of 
guidance. 


Loses all sense of the value 
of his own time. 


Grows discouraged by the 
peaks and valleys in his 
income. 


What Happens — without Planning — 
in the Twilight Zone before Follow-up 


Following are the conditions Drake combats with 
his Planned Income Inventory. Without a system for 
nailing down the see-me-later prospect, he main- 


The Sales Manager... 


Has no way of knowing 
what to expect from a man 
in the months ahead. 


May drop men with good 
potential because he sees 
no evidence of it. 


May hang onto men with 
no potential on the vague 
hope they'll start clicking 
“next month.” 


Can't offer concrete help to 
the foundering salesman. 


nesota Mining and Manufacturing 
Company's Thermo-Fax products — 
what usually follows is something 
like this: 


© The salesman says he'll get in 
touch. He doesn’t. He com- 
pletely forgets the prospect. 
ws. 4 
The salesman makes a mental 
note to try again sometime 
when, in a few more hallowed 
words, he’s “in the neighbor- 
hood.” Or... 
The salesman does call again 
to find that the prospect has for- 
gotten him, his presentation, 
and his product. Worse, he 
bought the thing from someone 
else in the interim. 

Drake argues that prospects don’t 
invite you back unless there’s a spark 
of interest. Important thing for the 
salesman is not only to come back, 
but to nurture this interest until he 
gets there. In addition, Drake be- 
lieves, the salesman can space these 
return engagements to avoid feast- 
and-famine income. 

Drake’s “Planned Income Inven- 
tory” (see box page 52) is a mechani- 
cal method for helping salesmen to 
remember the prospect, fan interest, 


and, to some extent, determine the 
time for the final sale. 

In the three years it has been in 
operation at Gallant, the system has 
doubled the incomes of at least two 
salesmen, and reised the average vol- 
ume of every one of the 24-man sales 
force. 

Best part of the plan, Drake points 
out, is the control it gives sales man- 
agers. If a salesman’s list isn’t gt 
ing, it’s apparent he needs help in 
his presentations. If his list grows, 
but his sales don’t, something’s wrong 
with his closing techniques. In addi- 
tion, the lists suggest themes for sales 
meetings; if one type of prospect 
turns up regularly, the manager can 
plan his next training session around 
this type of sale. 

Another important benefit: Sales 
forecasting is more realistic on this 
basis than when based on salesmen’s 
generalized prophecies. 

Planned Income Inventory doesn’t 
replace regular call reports. It applies 
only to new, call-back prospects, to 
isolate them from the run of other 
calls. As Drake points out, with this 
system “you can see the statistics of 
sales calls in operation. Most sales 
are closed after the fourth or fifth 
contact.” @ 
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“Love 
that 


service” -— 


bs | 


VF 


“Western Union gathered the market facts I needed 


JUNE 


V9, 


1959 


and got them to me fast.” 


Arm yourself with facts by having Western Union get them for you. Spot check of 
radio or TV audience reaction, traffic counts or survey of buying habits—trained 
personnel in over 1,625 cities gather the data. Simply provide the questions . . . 
leave the answers tous! " * 

WIRE US COLLECT for the complete story. Address: Western Union, Special Services 
Division, Dept. 5.2, New York, New York. 
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Ce ee! 


An-industry-by-industry 
look at current inven- 
tories and an estimate 
of ithe advertising pres- 
sure that may be neces- 
sary to move these 
inventories. 


Key to Ratings of 
“Advertising Pressure” 


* Potential inventory de- 
crease or no change; even main- 
tenance of advertising required. 


k* Normal prospective inven- 
tory increase; normal advertising 
advance required (5% to 7% in- 
crease in ad budget). 


*k* Large prospective inventory 
increase; large advertising increase 
required (7% to 12% increase in 
ad budget). 


kkk *& Extraordinary prospective 
inventory increase; extraordinary 
advertising increase required (more 
than 12%). 


Key to Ratings 

of Inventory Size 

A-—$2 billion and over 

B—$1 billion to $2 billion 
C—$750 million to $1 billion 
D—$500 million to $750 million 
E—$250 million to $500 million 
F—$100 million to $250 million 
G—Under $100 million 


Size is by value of the industry’s 
inventory as of the present time. 


i Arrows indicate increased or de- 
creased inventory potential dur- 
ing past 60 days. 


Bigger Ad Budgets Needed Now 


A minimum 9% increase in adver- 
tising and promotion budgets is need- 
ed in the months ahead. 

The combination of current pro- 
duction highs and projected expan- 
sion of facilities points to serious over- 
stocking unless market demand is in- 
creased by such advertising. A glance 
at the charts on these pages will show 
the areas in which inventory build-up 
will be greatest and advertising most 
needed to move products streaming 
from factories as never before. 


Existing and new manufacturing 
facilities are being readied for the 
biggest production year yet. The year 
1959 will see a record outpouring of 
goods from U.S. factories expanded 
by more than $31 billion in new plant 
and equipment. Another $33 billion 
worth, at least, will start operation in 
1959. 

Potentially, the over-stocking could 
become the worst in economic history 
unless advertising is stepped up and 
does a really competent job. With 


factories capable of turning out $15 
billion more goods than we are cur- 
rently consuming, marketing becomes 
a more vital economic force than ever 
before. And we need greater produc- 
tion and expanded distribution to 
cope with the unemployment situa- 
tion. 

Even in 1958, when the rate of 
plant- and equipment-expansion de- 
creased, research expenditures lead- 
ing to such expansions topped $8 bil- 
lion, a jump of 14% over 1957, and 


The Worcester Telegram-Gazette 
has the PERFECT SELLING FORMULA 


A+B+C=SALES 


IN THE WORCESTER MARKET 


"1A GROWING 
BILLION 
DOLLAR 
MARKET 

EBI: 


$1,112,205,000° 
UP 30.4% 
since 1954 


Retail Sales: 
$669,589,000° 
UP 12.4% 
since 1954 


Bi 


Pa 


in Massachusetts } 


with 
86.4% Daily Coverage 


4 Again, one of 


the top 50 
Markets 
Daily Circulation 
158,215 


Sunday 
102,957 


APA, Audit 


.C) 


PROVED 
HIGH 
READERSHIP 


Publication 
Research 
says... The 
level of read- 
ership of the 
survey issue 
was well a- 
bove the na- 


tional aver- 
age.” 


a? Dec. 31, 1958 


eae 


* Source: Sales Management 
Survey of Buying Power, May 1959 


Source: Publication Research Service Study, 
Sept. 28, 1958 Sunday Telegram 


NOW ALL EDITIONS — 
@ 7 DAYS A WEEK 


FULL COLOR ACCEPTED 


The Worcester 


TELEGRAM ano GAZETTE 


WORCESTER, MASSACHUSETTS 
MOLONEY, REGAN & SCHMITT, Inc. 


National Representatives 


Owwens 


Coming July 10 


Sales Management's 


Survey of Industrial Buying Power 


New and exclusive in this issue will be a preview of the 1958 Census 


of Manufactures with gross sales and employment for 450 industries. 


a new high. This year the rise will 
be even greater, indicating plans for 
even heavier output in years ahead. 
It’s a new trend, contrasting strongly 
with the quiescence of a few years 
ago, and a decade ago when only a 
handful of companies planned facili- 
ties expansion more than a year in 
advance. 


Advertising Weathervane considers 
all these factors in determining a rat- 
ing for each of the important adver- 
tising industries tabulated. The Ad- 
vertising Pressure Ratings shown are 
based on the comprehensive data 
available to a carefully selected panel 
of 87 authorities. Wholly impartial, 
this board of judges includes trade 
analysts in the Department of Com- 
merce, Census Bureau, Dept. of 
Labor, Federal Reserve Board and 
other Government agencies, as well 
as in universities, trade associations 
and magazines, and individual cor- 
porations. 

To understand—and obtain greatest 
value from—these ratings, it is imspor- 
tant to note that by the words “in- 
ventory increase (or decrease)” we do 
mean simply the pile of goods on 
hand. The marketing process we are 
covering is much more comprehensive 
than that. For example, if you main- 
tain constant inventory-sales ratios in 
a period when sales are rising, you 
are, necessarily, increasing inven- 
tories. This increase in turn feeds 
support back to the rising trend of 
sales. We take such support into con- 
sideration, of course, in formulating 
a rating. 


> Thus, it must be noted that the 
Advertising Pressure Ratings are not 
based simply on a total of inventories 
on hand. They are developed from 
current and near future inventory 
totals, plus: production capacity and 
expansion projections, potential de- 
mand and current output, sales and 
new-order backlogs. 

In other words, the ratings repre- 
sent advertising pressure, as generated 
by the working of these factors. The 
pressure is for advertising budgets to 
move these all-inclusive “inventories” 
(or capacities in the case of the serv- 
ice industries). 

Our principal objective, therefore, 
is to analyze advertising pressure. 
We are concerned with the potential 
inventory increases and the advertis- 
ing pressures they'll create. Obvious- 
ly, inventories will not accumulate in 
a static pile, but depending on ad- 
vertising and promotion, will move 
along at'a varying pace. The charts 
indicate just where the extra pres- 
sures will be. 
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re, 


nothing 


Whatever you sell, wherever it’s sold, nothing 
directs prospects your way like AWHERENESS! 
And nothing builds AWHERENESS like the 
Yellow Pages—the buyers’ guide that tells your 
prospects where to find your product or service. 
For the manufacturer of brand-name products, 
Trade Mark Service in the Yellow Pages makes 


makes sales grow like 


HERENESS oe 


...and nothing builds AWHERENESS like the Yellow Pages 


prospects aware of his local outlets. For the 
local business man, Yellow Pages advertising 
makes the community aware of the products 
and services he offers. 

The Yellow Pages man will help plan an 
AWHERENESS sales program for your needs, 
Call him at your Bell Telephone Business Office. 


The advertising medium that tells people where to find your local outlets! 
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Circus Day at the Market 


The Schilling Division of McCormick & Co., Inc., is drawing 


sizable promotional dividends from outdoor shows staged at 


big grocery outlets. Schilling products get a big play inside 


and out, and dealers often add their own carnival features. 


On the West Coast live elephants 
and lions are the latest thing in coffee 
promotion 

Super market operators and con- 
sumers alike are being softened up by 
these and other circus animals spread- 
ing good will for the coffee and spices 
of McCormick & Co., Inc., Schilling 
Division. A score of other manufac- 
turers are also cashing in on the ex- 
citement as Schilling-inspired grocery 
managements tie in the clowns, merry- 
go-rounds and other carnival attrac- 
tions provided for in-store promotions 
by such firms as White King Soap 
Co., Carnation Co., and Scudder 
Food Products 

How the Schilling Division came to 
adopt a circus and make leading super 
markets headquarters for carnivals, 
brings us to Nick Montano, manager 
of the firm’s Northern California Cof- 
fee Division, headquartered in San 


Francisco. Montano, who was once a 
jazz musician, loves a lively promo- 
tion. Many promotions undertaken by 
business are lacking in the human 
touch, he finds. Nick, who is so known 
to most of his company’s customers in 
his territory, believes that a promo- 
tion that is not artificial or contrived, 
but naturally rife with human inter- 
est, will keep on selling merchandise 
long after its actual appearance. 

“The challenge for management,” 
he says, “is to devise promotions ap- 
propriate to the product, appealing to 
the people you hope will buy it, and 
profit-making for its retailers. Pro- 
motions should be pleasurable and 
memorable for all concerned . . . and 
not too complicated or costly for the 
sponsoring company. 

Everybody loves a circus. Circuses 
are dying out. The larger super mar- 
kets try to inject the fun, fair and car- 


WHAT IS A THRILL? Answer: A ride on 
an elephant! The kids have a field day, 
mama gets a free sample of Schilling 
coffee, the dealer needs traffic cops, and 
his cash registers sing happy tunes 
to boot (25-30% over average volume). 
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Sales Managers are specifying 
If, direct, coast-to-coast service } 


WASHINGTON, D 
> CINCINNATI 


KANSAS CITY LOUISVILLE 


EVANSVILLE 


AGENCY OWENSBORO 


© 
STATION NASHVILLE 


TERMINAL 


ONE 
ve 
Here’s why... di, 8cROSS 


D.C is the ONLY DIRECT Coast-To-Coast Carrier. NATION 
D-Cis FASTER—One-carrier direct service from coast-to-coast. 2-man 
sleeper cabs go straight-thru with no transloading—cuts 20% off run- 


ning time. 
D - Cis SAFER—One-carrier responsibility from pickup to delivery assures 
safe arrival, speeds tracing. 


D = C is MORE DEPENDABLE—One carrier control means experienced 
personnel, modern equipment and facilities all the way. 


— rheaiasans nema Get new customers — 


TERMINAL CITIES keep them 


Albany, New York . . 9 Los Angeles, Cal... , a . ¥ 

Buffalo, New York .... RE. 39/0 Nashville, Tenn... CH. 2-5 satisfied—with D-C 
hicago, Illinois......LA. 3- New York, New York.LO. 

Cleveland, Ohio. 9 (N. Bergen, N. J.)..UN. the coast-to-coast 
Colo. Springs, Colo. .2- tOwensboro, Kentucky MU. choice for 


Denver, Colorado . & Phoenix, AL p 
Detroit, Michigan......VI. 3- Pueblo, Colorado ; coast-to-coast service! 
tEvansville, Indiana... i St. Louis, Missouri....CH. I- 


Kansas City, Mo... a Seattle, Washington. .MA. 
fLouisville, Ky........ . 6-136) Syracuse, New York. GR. 


tDC operators of Eck Miller—Terminal Cities 


OFF-LINE SALES OFFICES 
Boston **|Indianapolis **Rock !siand, Ill. “ 
**Cincinnati *Milwaukee San Francisco / Denver Chicago Trucking Co., Inc. 


ne cate —_ Bend, Ind. 
eKalb, Ill ortiand, Ore. **Toledo 
**Ft_ Wayne Rochester, N.Y. Washington, D. C. THE ONLY 


*With Trailer Pool **Trailer Pool Onl COAST-TO-COAST CARRI 
a pbennineeenen ores . " ‘ sie 
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nival spirit into their own promotions 
and their buyers and managers are 
continually stretching their craniums 
for new ideas to increase store traf- 
fic and bring in new customers. Manu- 
facturers in the food field, as in every 
other industry, are ever alert to capi- 
talize on this need, for the mutual 
benefit of their customers and them- 
selves. And coffee roasters, right now, 
have a tougher job than most in this 
respect. 

“In the rough and tumble coffee 
market, you're in today and out to- 
morrow as your competitors vie with 
one another to offer buyers induce- 
ments that will give their product an 
edge,” Nick Montano points out. 

Montano has an acquaintanceship 
with Ringling Richards, owner of the 
Ring Bros. Circus. Mulling over the 
information, one day, that circus ani- 
mals do not work in winter because 
most of them get sluggish in cold 
weather and are unable to stand 
temperatures, Montano 
had a flash: California’s climate is (in- 
terstate disputes to the contrary) as 


really low 


equable for elephants and lions as 
Florida where they normally winter. 
Why not put them to work here? He 
talked it over with Richards and then 
with Robert Crampton, vice president 
and general manager of the Schilling 
Division. As a result of the discus- 
sion, a test promotion featuring wild 
inimals was tried at the U-Save Cen- 
tres, Inc., super market in Centerville, 
in the San Francisco Eastbay area 
This was in January of the current 
year. The response of the market and 
its customers was so excellent that 
Montano and the circus owner were 
given the go-ahead to develop a pro- 
gram that for the first time utilized 
wild animals to promote coffee. As 
far as is known, this is also the first 
time that jungle animals have been 
‘ mployed as grocery store attractions 

Since the January test show, 18 full 
scale three-day circuses have been 
Schilling Division in 
major super market grounds over the 
San Francisco Bay area. The show is 


sponsored by 


Sia, 


CLOWN & PACHYDERM collaborate on a twosome commercial. 


booked solid until August 16 of this 
year in northern California markets. 
One super market operator is so jubi- 
lant over the results he has obtained 
so far that he has requested the show 
for different super markets in his 
operation through 1959 and well into 


1960. And _ circus-owner Richards, 
equally happy, instead of taking his 


show on tour as he normally does, 
come spring and fine weather, is con- 
tinuing on contract indefinitely to 
bring free shows to Schilling retailers. 

Originally concentrated on coffee, 
the wild animal promotion was quick- 
ly extended last year to a new Schil- 
ling product — spaghetti sauce mix — 
and thence to the entire Schilling 
line of spices, herbs and seasonings. 

Stars of the show are two elephants, 
Bonnie and Susie, both accomplished 
and experienced performers and tele- 
vision stars. Bonnie, the smaller of 
the two, is the only known elephant 
capable of such difficult . tricks as 
walking a plank and making a 180° 


PARTY-GIVERS: Nick Montano, man- 
ager, No. Calif. Div., Schilling Div. of 
McCormick & Co. (r.) enjoys his own 
show along with Earl Corriea, gm, 
Vern’s Shopping Center (c.) and proud 
circus owner Ringling Richards (.). 


SALES MANAGEMENT 


_AIGH SPOT CITIES 
again shows 


Kalamazoo is the sales leader 


of the entire East North Central region! 
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EAST NORTH CENTRAL 
FORECAST FOR JUNE, 1959 


Kalamazoo, Michigan 
Indianapolis, Indiana 
Kenosha, Wisconsin 
Champaign-Urbana, Illinois 
Bloomington, Illinois 


In Sales Management's ranking of best retail markets for 
June, the index of each city compares its performance 
with that of the nation as a whole. (U.S. base index, 100.) 
Kalamazoo's index of 110.1 means its June retail sales 
are forecast to lead the national average by 10.1%. 


For top coverage* of the entire prosperous Kalamazoo market, feature your products or services in 
the KALAMAZOO GAZETTE —the area’s only daily newspaper—where your promotion attains 
maximum productivity. Ask the Booth Michigan Newspaper representative for complete data. 


"93.7% IN THE CITY ZONE e¢ "83.4% IN THE METROPOLITAN AREA e¢ *56.5% IN THE ENTIRE TRADING ZONE 


“The daily newspaper is the total selling medium’ 


KALAMAZOO GAZETTE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 110 E. 42nd Street, New Yor 
B. Newman, 435-N. Michigan Ave., Chicag ] SUperior 7-468( 
San Francisco 3, SUtter 1-340] e@ Wiillia ’ f 


A Booth Michigan Newspaper 
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turn on it. Two African lions, a male 
and a female, and two rhesus mon- 
keys complete the present cast. The 
animals are in the charge of circus 
personnel and the show is handled 
by men who know the show business 
such as Captain John Lehew, one of 
the oldest and foremost elephant 
trainers in the United States. 

The program at a market is as fol- 
lows: Show opens at 11 a.m. with 
the elephants performing circus tricks 
until noon; from 1 to 3 p-m. they 
give rides, six children at a time easily 
piling into a howdah (Indian elephant 
seat) 

“It's a joy to watch the delight and 
pride of the youngsters experiencing 
their first elephant ride,” comments 
Montano. “Some have never seen live 
wild animals face to face and it would 
be a rare one who could boast of an 
elephant ride. The attendants enjoy 
it too, and appreciate the absence of 
commercialism, [rides and everything 
are free, including samples of Schil- 
ling Coffee for the adults] and all of 
them are wonderful and kind with 
the youngsters.” 


> At 2 p.m. the show continues with 
the feeding of the lions, and their 
roar is better than any loud speaker 
for attracting store traffic! From 4:30 
to 6 p.m. the children ride the ele- 
phants again and from 6:30 to 7 p-m. 
the elephants do their tricks. Al! of 
the animals are on show all day for 
‘the period of the carnival. 
Tie-in carnival events are arranged 
by the grocery operation’s manage- 
ment head or head buyer and may 


run the gamut from the appearance 
of a clown or two, or a funny man 
employed by a food products manu- 
facturer in his store promotions or 


regular advertising, to the inclusion | 


of merry-go-rounds, music and gen- 
eral fanfare. It’s up to the store to 
plan and handle the details of the 
event, with Schilling supplying the 
stimulus and main attraction with the 
circus animals. 

The dealer must be able to provide 
adequate space without danger of 
congestion. An area within or ad- 
jacent to a market’s parking area 
usually suffices. Space is a prime 
requisite not only for the show ring, 
but for the 500 or more youngsters 
and their parents usually lined up for 
elephant rides. 


> Grocers must ask for the show— 
and they are doing so eagerly. Dur- 
ing the testing of the idea, Schilling 
had to sell store managements, but 
now that word of the program’s suc- 
cess has gotten around there is a wait- 
ing list for the show. Shilling requires 
no special orders of coffee or other 
products but to get the most from the 
event the markets install imposing 
displays. They are aided here by the 
regular Schilling salesman who con- 
tacts them, and two extra men, pres- 
ent throughout the event, who ed 
stocks up and help with displays. 
Point-of-purchase materials are sup- 
plied by the company to tie in with 
the show. 

For two weeks in advance of the 
start of a promotion, Schilling gives 
the market strong television and radio 


own conclusions.’ 


Power of Printed Word 
“The built-in strength of the printed word is its permanence. There 
is time for free and independent thought and we can choose that time 
as we see fit. The writer of the printed word must have courage. When 
the writer finishes his job, he offers something in permanent form. He 
invites the reader to take a good look and says: ‘Look as often as you 
wish. This is what | say and mean, once and for all. . . . Use your own 


intelligence, your own judgment, your own imagination, and form your 


“Yes, the reading of the printed page is the act of a thinking 
man. Where else but in our contact with the printed word do we 
have the time to be our most private, reflective selves. We have time 
to read and to believe. Yes, the printed word stays with us. When it 
speaks with courage and skill, with nobility and beauty, it becomes 
part of our innermost thoughts in a unique way.” 

. « « From an address by Arthur B. Langlie, 
President of the McCall Corporation, 


before the Newcomen Society of America 


advertising in its community. Grocers 
do their own newspaper advertising, 
but the company provides splashy 
cuts, mats hat text wording or ideas 
playing up the circus attractions . . . 
and Schilling coffee and other prod- 
ucts. 

Tickets for the elephant rides are 
given to the stores, and in store an- 
nouncements and posters at the 
scene customers and their youngsters 
are advised to apply for them at check 
stands. There is no obligation to buy 
but, of course, customers asking for 
tickets do buy, usually in a big way. 
It is the store’s opportunity to pro- 
mote sales to the extra traffic thus 
brought in. 

How successfully they have been 
able to do this is demonstrated by the 
results recorded following the Schil- 
ling circus events: 

“In every instance,” Montano says, 
“the markets have had an increase in 
sales volume, during the promotion, 
of from 25 to 30% —an increase in 
their total volume, not just in our 
products and those of other manufac- 
turers who tie in with the carnival.” 
Schilling coffee and other products 
in the line do as well or better than 
this figure. 

“The additional sales are impor- 
tant,” Montano grants, “but there are 
valuable plus-benefits over and above 
mere dollars-and-cents gains at the 
time.” For the store, sales volume has 
held up subsequent to the promotion. 
Management attributes this to the 
good will engendered by entertain- 
ment which has been genuinely en- 
joyed by both children and adults. 
“New faces brought to the store for 
the first time by the attraction con- 
tinue to appear, our dealers tell us.” 


> Schilling’s gain, besides more busi- 
ness, is the fine spirit built up be- 
tween their field representatives and 
the store’s management and person- 
nel. Montano has fan letters from 
head buyers and market owners or 
managers glowing with praise and 
gratitude for the promotion and for 
what it has done for them in the com- 
munity. 

The reason for the enthusiasm 
shown by consumers and by stores, 
Montano points out, “is that we are 
giving them something real, enter- 
tainment with a human appeal that 
brings out the Mama, Papa, and the 
youngsters, and doesn’t let them 
down. It leaves them something to 
remember with pleasure.” 

If retailers ask for it the circus 
promotion will be taken into some of 
the other 22 western states in which 
Schilling distributes. “Like any show, 
as long as demand holds up, it will be 
available.” @ 
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DeSoto 


used sets of this glass as a courtesy gift to dealers 
who attended dealer new car announcement preview. 


Phiico* 


glasses used as gift to dealers who 
attended 1959 Line Introduction. 


Panama Line 
distributed sets of six glasses to their 
customers during the Christmas season. 


‘Hetine Clow Trades 


on attractive glasses by Libbey 


Glassware is always appreciated, 
and when specially decorated with 
your exclusive design, trade-mark, 
or tie-in motif, sparkling Libbey 
glasses are lasting reminders of 
your name and service. 

: Nationally advertised Libbey 
glassware is ideal for souvenirs, 
commemorative gifts, awards and 


premiums . . . perfect for special 
combination packaging too. 

Libbey glasses colorfully dec- 
orated with your trade-mark or 
custom designs developed just for 
you can be produced in suprising- 
ly low minimum quantities . . . in 
many sizes and shapes . . . for 
many uses. 


May we design for you? 


SEND THE COUPON NOW FOR FURTHER INFORMATION } 


LIBBEY SAFEDGE GLASSWARE 


AN @ PRODUCT 


Premium Department, Lib’ Glass 
Division of Owens-Illinois, Toledo 1, Ohio 


Please send me information about SPECIALLY DECO- 
RATED Libbey Glassware. ' am particularly interested in 


| 

| 

| 

| 

| © Business Gifts © Special Combination 
| © §pectahBventsor 2 Gomplete Premium 
] O Other 
| 

| 

| 

| 

I 
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Owens-ILLINOIS 


GENERAL OFFICES + 


TOLEDO 1, OHIO 


at businessmen’s club, factory cafeteria, bridge party, anywhere. At the 
start, the talk may center on inflation, Khrushchev, bargain sales, fallout 
or mothers-in-law—but three to one it will get around to television. Tele- 
vision is important to most Americans. And it is the only beat of TV GuiDE 
magazine. TV GUIDE covers it broadly, entertainingly, objectively, colorfully 
and with showmanship. The terrific interest in its subject is why the maga- 
zine reaches the homes of more than 7 million families weekly . . . why every 
day some 15 million people read it. And this terrific interest spawns dra- 
matic advertising results. Which explains the explosive upturn in TV GUIDE 
advertising volume 


Kirsch Queries Customers— 


And Gets a Jolt 


The makers of No-Cal sugar-free beverages are readjusting their 


marketing thinking and changing this summer's advertising 


theme because of new data on buyer-motivation revealed by a 


survey among 2,500 representative shoppers in 50 super markets. 


Do you know who the consumers 
of your products are? 

Ridiculous question? 

Kirsch Beverages, Inc., thought that 
the majority of No-C al customers 
were the overweight and diabetic 
people. They were wrong. | 

A survey® designed to examine the 
makeup and characteristics| of the 
typical No-Cal purchaser révealed 
that: | 

e “Diet-conscious” people are to be 
found in all groups of people. 


e All income segments of the popu- 
lation are equally informed on the 
reasons for proper weight mainten- 
ance as publicized by health and in- 
surance literature and information. 


e All people recognize that ¢alorie- 
curtailment is the most logical way to 
reduce. 


© Forty-five percent of the people 
in the areas surveyed are on diets or 
had been weight-watching within the 
past three months. 

Further revelations: 

Ninety-eight percent of all aids 
ents stated that they purchase soft 
drinks throughout the year. More than 
40% of them claimed to be regular 
or occasional consumers of sugar-free 
beverages. Answering inquiries into 
the reasons why they drink No-Cal in 
particular, were 31% who asserted 
that “overweight” is the principal rea- 
son for using No-Cal dietetic soft 
drinks. In addition to these there are 
the diabetic, kidney and heart ail- 
ment patients, pregnant women and 
those people who, for one reason or 
another, are hesitant about consuming 
too much sugar. 

Now, this accounted for only one- 
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FEAR IS A MOTIVE: 35% of those who buy No-Cal do so not be- 
cause they’re already plump, lumpy or tubby, but because theyre 
afraid they might gain weight if they do net watch sugar content. 
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half of the regular or occasional diete- 
tic soft drink . Who then 
constituted the remaining 50%? 

The survey statistics revealed that 
35% are people who are not over- 
weight but have a tendency to put on 
excess weight quickly and need sugar- 
free soft oh ot to maintain their 
present poundage. The remaining 15% 
are broken down as follows: 

Those people purchasing only No- 
Cal Ginger for mixing extra-dry high- 
balls. Many said that the flavor of the 
spirits seems to come through better 
because of the sugarless quality. 

Many respondents are not on diets 
but explained that they never cared 
much for syrupy-tasting soft drinks. 
They like the pleasant texture of No- 
Cal. 

Quite a few said they keep No-Cal 
on hand to satisfy weight-conscious 
guests. 

This research brought to light many 
facts Kirsch management had not 
reckoned with: mainly psychological 
reasons why a trim torso is more de- 
sirable. For instance, many people are 
on reducing diets not only because 
obesity might shorten the life span 
but because a slender shape is defin- 
itely more attractive. Women men- 
tioned, too, that a certain pride is felt 
when they finally are able to fit into 
a particular dress size. Moreover, a 
number of them said that the desire 
to look and feel younger is their rea- 
son for trying to achieve a slim 
silhouette. 

“As a.result of these disclosures,” 
Kirsch management says, “we feel that 
our next project should be a detailed 
study of the psychological and emo- 
tional reasons behind the desire of 
people to reduce. 

“In looking back now, we feel that 
the expenditures for our recently com- 
pleted scientific study were well in- 
vested. We learned much about our 
customers and uncovered a number 
of ideas for making No-Cal consumers 
of the diet-conscious people who have 
never tried this beverage. 

“Certainly this summer’s advertising 
theme will be based on the facts 
gleaned from this survey. It appears 
to us that the market for our sugar- 
free product almost has no boundaries 
and it remains for us to employ the 
correct promotional tec nemgece for 
capitalizing on this potential. 


*Surveys were conducted in 50 super 
markets in five counties; Kings, Queens, 
Bronx and Westchester in New York; 
Bergen in New Jersey. The questions 
were carefully prepared to conceal the 
brand name al exact intent of the sur- 
vey. Particular care was taken to make 
sure respondents comprised a represen- 
tative cross section of the population in 
regard to economic status and education 
levels. In all, there were 2,500 interviews. 
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Why Baroid Switched to Direct Selling 


When field studies indicated duplication of facilities, inven- 


tory and selling effort, Baroid Division, National Lead Co. 


decided to try self-distribution. Switch-over cut costs, improved 


competitive position and customer service and relationships. 


Baroid Division, National Lead 
Co., opened a store in Custer, Okla., 
on April 29, 1959. 

It was Store Number 318 

Opening a store in a “city” of less 
than 1,000 population is scarcely an 
event worthy of note, except that it 
spotlights a complete change in sales 
and distribution methods of a big 
company 

This new store in Custer is the 
latest development in a new direct 
distribution system, completed toward 
the end of 1958. Prior to the change 
Baroid products were sold through 
independent distributors. 

The majority of these distributors 
were lumber or building supply deal- 
ers and oil field supply companies. A 
few were specialists, confining sales 
to Baroid’s and other similar products. 
The lumber dealers had several hun- 
dred other lines to sell. For the most 
part they offered no technical service 
but confined their efforts to the nor- 
mal function of retail selling. 

Baroid Division mines, manufac- 
tures, distributes, sells and services 
ingredients that are added to oil well 
drilling fluids. These ingredients con- 
trol the physical and chemical prop- 
erties of these drilling fluids. Without 
controlled drilling fluids (called “mud” 
by the industry) oil well depths would 
be drastically limited and costs would 
be much higher 

Competition is keen. Several drill- 
ing mud companies offer a national 
or international service. Many small 
independents serve only limited re- 
gions. Costs usually vary from $100 
to $100,000 per well. There is a rec- 
ord of one extremely deep well which 
required nearly a million dollars worth 
of mud; it is not uncommon for wells, 
when difficulties are encountered, to 
swallow $250,000 to $500,000 worth 
of mud. 

Oil drilling is a continuous proc- 
ess, around the clock, 24 hours a day, 
with no shutdowns for Saturdays, 
Sundays, holidays or even Christmas. 
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By EUGENE WHITMORE 


so otal 


ROUND-THE-CLOCK SERVICE must be available to Baroid customers. Each service 
man has a mobile laboratory equipped with specially designed instruments, to 
handle any type of mud-analysis job right on the drilling site at a moment's notice. 


Every mud distributor must become 
reconciled to his telephone ringing 
after midnight with a demand for 
mud—right now! 

Before the switch-over, Baroid’s 
distribution set-up included 600 ware- 
house stocks of mud additives, a 
large portion of which were on con- 
signment, requiring a heavy~ invest- 
ment in inventory. These warehouse 
stocks served about 130 distributors, 
many having multiple branches. 

When it became evident that chang- 
ing times required an all-out revision 
of the distribution method, field 
studies, checks of service by distribu- 
tors, sales analyses from the com- 
pany’s punched card and tabulating 
machine and accounting department 
furnished vital facts. Many factors 
pointed to a possible reduction in 


sales costs, better service to custom- 
ers, and more complete control of all 
products from manufacture to use 
site. These developments embraced 
a total control of research, produc- 
tion, sales, physical distribution, and 
field engineering service. 

It was not a change to be made 
hurriedly or light heartedly. Relations 
with distributors were good. The de- 
cision to sever connections with them 
was difficult. Field studies showed: 

1. Duplication of facilities 

2. High distribution costs 

3. Duplication of field inven- 

tories 

Duplication of selling effort, 
with consequent expense 
The need for closer rela- 
tions with customers 
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LIFE 
households 
buy MORE 


TIRES than 
the top 


brand sells 


Even the biggest manufacturer doesn’t sell enough tires in 
a year to supply LIFE-reading households. 


The 15,300,000 U.S. households that read an aver- 
age issue of LIFE account for 36 cents out of every dollar 
spent on passenger car tires. And over the course of thirteen 
issues, this spending power builds to 78 cents out of every 
dollar spent on tires. 

It takes a big market of alert, enthusiastic, vital readers— 
eager to try whatever is new or better—to create a demand 
like this one. Yet, it is going to be even bigger in the boom- 
ing Market of the #60’s. And so will be your opportunity 
for selling. 


For growth is a fact of LIFE, too. In the last quarter 
of this year, LIFE’s bonus to advertisers will be 400,000 over 
its present rate base of 6,000,000 copies a week. And next 
year—when tires, soft drinks, cigarettes and so many other 
products will be selling at all-time highs—LIFE’s circulation 
base will be at an all-time high also—6,500,000 copies a week. 


B'GNESS 
IS A FACT OF [W]d3 
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Some examples of the expense in- 
cident to the old distribution system 
show why the company decided to 
switch over to its own distribution 
facilities. In some active drilling areas 
the company had as many as three 
distributors in one city, each with 
consigned stocks. This meant a triple 
investment in field inventories. 

Everywhere there was the dual job 
of selling, training and working with 
the distributors as well as users. Much 
of the sales, training and servicing 
had to be repeated with the final cus- 
tomers. Actually, there was a dual 
selling cost. 

Many different men have buying 
influence when it comes to the pur- 
chase of drilling fluids. In a shallow 
well, in a proved field, where logs of 
other wells are available, selection of 
the mud ‘is relatively simply. Buying 
may be authorized by the driller, by 
the driller’s tool pusher (oil field 
patois for foreman or superintendent) 
or by the owner of the well. 

In other cases where deep wells are 
planned, or in an exploratory opera- 
tion which may run into millions and 
is likely to be a project of a major 
company, or a joint project of several 
interests, selling is truly complicated. 
It is usually necessary for the mud 
engineers and salesmen to exert sales 
efforts on several key men. The mud 
supplier, the type of mud to be used, 
may be decided at a high executive 
meeting far removed from the drill- 
ing location. However, the field su- 
perintendent of the company’s pro- 
duction department will also be likely 
to have some “say-so” in mud selec- 
tion, and in the selection of the sup- 
plier. 


® Many Baroid distributors had no 
facilities for shouldering all of this 
complicated sales burden. Baroid 
salesmen and service men could not 
play favorites; they had to sell Baroid, 
then inform the customer of the 
names of all distributors so located 
geographically as to be capable of 
servicing a particular well. 

Baroid was not totally lacking in 
retail experience when it moved into 
full self-distribution in May, 1958. 
At that time some 40% of its sales 
were through its own stores. Long 
Beach, California, and Carmi, in the 
shallow southern Illinois field, were 
the locations of two stores the com- 
pany had operated for some few 
years. Here, because of competitive 
pressure, Baroid had little choice but 
to sell direct if it was to compete 
profitably. 

Shortly after this modest entrance 
into self-distribution, the owners of 
one of Baroid’s large distributorships 
recognized they were unable to sup- 
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SCIENCE GRADUATES go through a basic six-weeks training course at the Houston 


headquarters .. . 


a “20-hours-a-day proposition.” Then each is assigned to a 


senior field man until he is capable of taking over and handling a territory himself. 


ply the large capital requirements 
needed to meet the demands of the 
offshore boom then beginning to shape 
up in Coastal Louisiana. This dis- 
tributorship was taken over at the 
behest of the owners. Luckily, Baroid 
was able to retain the former owners 
to fill out the management team re- 
quired in this expansion. 

Results of this limited venture into 
direct distribution indicated that al- 
though there were many difficulties, 
the system had much merit. 

Early in 1958 it became evident 
that drilling activity would decline. 
The drilling mud market softened, 
and this was accompanied by severe 
competitive practices. The situation 
was critical. Faced with the prospect 
of supporting an outmoded distribu- 
tion system, Baroid was left no alter- 
native. 

Steps were initiated in May, 1958, 
to complete a transition from partial 
to full self-distribution. The com- 
pany’s announcement was given to 
the independent distributors. Al- 
though contracts with distributors 
contained a 30-day cancellation clause, 
Baroid gave six months’ notice. Spe- 
cial steps were taken to aid those dis- 
tributors whose stocks had to be some- 
how disposed of or transferred to 
other locations. 

Some distributors were hired to 
manage Baroid stores; some sold their 
facilities to Baroid; some went out of 
the mud business and others elected 
to handle competitive lines of mud 
additives. 


As a whole, a situation fraught 
with many possibilities for misunder- 
standing and ill will was handled 
amicably. 

Coincidental with the announce- 
ment of the transition to full company 
owned distribution, Baroid Division 
announced a substantial price reduc- 
tion in their products which reflected 
the estimated savings that could be 
made under the streamlined opera- 
tions of direct distribution. 

Amos A. Roberts, general sales man- 
ager, Baroid Division, says: “We have 
a more flexible operation. We can 
move faster, and put our men on any 
job or service problem without delay. 
We are able to do a more intensive 
selling job, and can inform the cus- 
tomer exactly where our nearest stocks 
are and what deliveries he can de- 
pend upon. We can assure him that 
our service trucks and service men 
will be quickly available if and when 
needed.” 

J. J. Doyle, manager of merchan- 
dising, reports that opening the Cus- 
ter, Okla., store is evidence of the 
speed with which the company can 
move to insure good service. Only 
one well had been drilled when the 
Custer store was opened. 

But through the company’s close 
contact with the oil operator it was 
learned that an extensive drilling pro- 
gram was planned. So Baroid stepped 
in first, with a store, service facilities 
and inventory to serve the customer 
—in this case a major oil company. 

Baroid Division faced the problem 
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In the New York market 


8,210,000 ADULTS 
BUY GROCERIES 


within a single week 


—and 42% of these grocery buyers are 

Daily News readers...total more than all other 
New York City morning papers combined, 

or all evening papers combined! 


Source: Profile of the Millions—2nd Edition, 
a comprehensive study of the New York Market. 
(for a presentation, call any News office.) 


In The News alone you reach 3,490,000 adult food 
buyers in any week—market enough to clear 
supermarket racks, move trainload orders, ring cash 
registers all over the metropolitan area. The fact that 
grocery store advertisers for more than two decades 
have spent more in The News than in any other New 
York newspaper is evidence that it gets results. 


And The News can sell caviar as well as cornflakes, 
supermarket deals or suburban developments, any 
major purchase item— because it delivers more than 
mere numbers! More middle and high incomes, more 
families with children, more home and car owners, 
more quality buying power; as well as a better reception 
for advertising, and better response. No other medium 
delivers so much sell for the money. 


If you aren't realizing the volume you should have 
in America’s first market, you owe it to yourself 
to take a new look at The News. Any News office can 
give you the details. 


THE NEWS, New York’s Picture Newspaper 


More than twice the circulation, daily and Sunday, of any newspaper in America. 


News Building, 220 East 42nd St., New York 17—Tribune Tower, Tribune Square, Chicago 11-155 Montgomery St., San Francisco 4 
—8460 Wilshire Boulevard, Los Angeles 5—Penobscot Building, Detroit 26-27 Cockspur St., London 8. W. 1, England 
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ONL DRILLING-PRODUCING. 


for Increased 


Demand 


Heavy increase in demand 
for oil and gas throughout 
the free world is forecast for 
the next ten years. The oil 
producing industry at home 
and abroad is preparing for a 
big upsurge in activity. Con- 
sequently, the industry must 
continue large-scale expendi- 
" tures for exploration, drilling 
{ and producing facilities . 
=," billion plus market. 


AZ Selling the drilling-producing 
market calls for WorRLD 
Oit's vertical, specialized circulation 
coverage. Your sales message goes 
directly to interested buyers in an 
editorial atmosphere of sought-after, 
authoritative, job-help engineering- 
operating information. WorLp OIL 
is the most quoted, referred-to pub- 
lication in the field . . . its industry- 
deep circulation is first in buying 
power coverage 
If you're interested in the drilling- 
producing oil industry you need 
Worvp Oi. Write for Wortp Or 
Market Data Book... latest com- 
pilation of reliable industry statistics 
and forecasts. 


Greater Petroleum Coverage 
Through Market Specialization 


aaa 
wo 


RLD OIL 


oe 


of hiring store managers, leasing 
warehouse space, obtaining storage 
and delivery equipment to serve the 
300 odd communities in 23 states and 
Canada where oil drilling is active. 


As part of the program the company’ 


maintains a six-week school at its 
offices in Houston where science 
graduates are trained for field work. 
This six weeks is a “20-hour-a-day 
proposition,” explains E. W. Louden, 
assistant general sales manager. When 
the six weeks are completed the men 
are assigned to field operations, work- 
ing with experienced service men. 

“As soon as the trainee is doing all 
the older man’s work, and doing it 
well, he is given responsibility for a 
territory,” says Lente While the 
company employs salesmen, much of 
its service work is necessarily sales- 
work, and the selection program is 
keyed to obtain men with dual apti- 
tudes — young engineers or scientists 
who have a sales personality as well 
as scientific skills and training. 


> A considerable portion of the floor 
space in the company’s big, new head- 
quarters building at Houston is given 
over to research activities. From these 
research projects comes much of the 
technical data used in company pub- 
lications. There is, for example, the 
Drilling Mud Data Book, and Refer- 
ence Manual. A bi-monthly publica- 
tion, The Knowledge Box, is a report 
to sales and engineering personnel 
on new products, technical develop- 
ments and conditions in various areas 
of Baroid operation. 

The Baroid News Bulletin, partly 
printed in four-color process, is a 
professionally written, edited and il- 
lustrated magazine, containing gen- 
eral features to lighten some of the 
technical contributions. Two other 
publications, The Log, and The Ben- 
toniter serve special purposes. 

In addition to these regular publi- 
cations there is a long list of technical 
bulletins on products, processes, tech- 
niques and equipment. Raroid is a 
regular advertiser in the business and 
technical magazines which serve the 
oil industry. Motion pictures are 
used both for training and sales pro- 
motion. 

A recruiting booklet, “Your Future 
with Baroid,” lithographed in full 
color, explains career opportunities 
with the company. It is distributed 
at universities, given to job applicants 
and made available wherever it is 
likely to be seen by prospective em- 
ployes. 

While the major portion of its 
business comes from drilling fluids, 
Baroid also manufactures products 
that go into the foundry, paint and 
grease trades. Another activity is the 


Baroid’s $50 Million Mud 

Pioneers of the “mud” indus- 
try in the late 1920's, Baroid Di- 
vision, National Lead Co. had 
first to demonstrate advantages 
of its new products in the drilling 
of oil and gas wells. Today's 
products, chemicals, minerals, or- 
ganics and many specialty prod- 
ucts, are sold in bags, drums and 
bulk, vary in price from 90-cents- 
a-pound to $40-a-ton. 

Concurrent with this line of 
product development, the com- 
pany has developed and mar- 
keted necessary mud property- 
determination testing equipment. 

For proper field servicing of 
drilling activities, Baroid has 
built a service organization of 
about 250 trained men, nearly 
all science graduates in engineer- 
ing, physics, petroleum engineer- 
ing, geology or paleontology. A 
laboratory-equipped automobile 
stands ready for each man, offer- 
ing on-location mud-analysis at 
a moment's notice. Several speed 
boats, 9 float planes, 3 land 
planes and 2 ski-equipped planes 
are also available. 

Baroid’s share of parent com- 
pany sales is estimated at ap- 
proximately ten percent. With 
National Lead sales for 1958 at 
$457,592,270 (vs. $257,461,599 
in 1949), figure for the division 
is in the neighborhood of $50 


million annually. 


design, development, and manufac- 
ture of scientific instruments to test, 
analyze, weigh and measure drilling- 
mud properties and the many addi- 
tives used, and to test other condi- 
tions in oil wells. While small in 
dollar and cents volume, this latter 
activity is an important part of the 
company policy of providing every 
known service in connection with its 
particular phase of supply and service 
to the drilling industry. 

With conservatism typical of nearly 
all men with engineering or scientific 
training, Baroid executives are slow 
to claim that the new distribution pro- 
gram is a panacea for all distribution 
ailments. However, they do point out 
that their sales organization has be- 
come fired with enthusiasm over the 
novelty of actually “taking the order” 
from the customer. They are con- 
vinced that selling direct to custom- 
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ers is a distinct improvement in Bar- 
oid’s marketing plan. 

The plan was introduced during a 
national lull in drilling activity. Since 
the footage drilled is the chief factor 
in consumption of drilling fluid addi- 
tives, sales fell off in 1958. “We also 
lost some business to competition 
through this change because some of 
our former distributors simply switched 
to competitive products and were 
able to hold a portion of their volume 
which formerly had come to Baroid,” 
explains George B. Coale, general 
manager of Baroid, and a vice presi- 
dent of National Lead Company. 
“But,” he adds, “we are now well on 
the road to winning it back—and more 
—as our customers realize that we are 
able to give an efficient, highly inte- 
grated service while at the same time 
eliminating many of the deficiencies 
that were inherent in our former sys- 
tem.” 

When asked if the decrease of sales 
in 1958 would have been greater 
under the old system, E. J. Hagstette, 
assistant to the general manager said, 
“We just don’t know. In some cases 
we are obtaining a larger percentage 
of customer total-purchases. In other 
cases our former distributors have 
been able to hold their customers 
with products competitive to ours.” 
And that was that. You just cannot 
corner an engineer and wheedle a 
careless statement out of him. The 
fact remains that the several execu- 
tives of the company interviewed 
seemed happy, and quite certain that 
sales will continue to grow as a result 
of the switch-over. @ 


COMING SOON 


“How to Earn Your Cake 


Without Commuting to Get It” 


What is the Bridge Square 


Group? 


- Somewhere in the East a once- 
frustrated group of commuters 
decided to be all-talk-and-no-do 


men no longer. So .. . 


They’ve found their Shangri-la, 
where business and easy-living 
go hand in hand—and the profits 


still roll in. 
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to the Oil Drilling- 
Producing Industry 


Convert the impact of your 
sales message into a power- 
ful prime mover of cus- 
tomer action. Add to your 
personal selling the mechan- 
ical advantage of frequent, 
regular contacts through the 
pages of the petroleum in- 
dustry’s leading publications . . 


The COMPOSITE CATALOG 

— in constant use by your customers . . . the men your own 
salesmen call on. Placing your catalog data in the COMPOSITE 
CATALOG assures you of having your product information in 
the hands of men in companies responsible for 98% of all oil 
field equipment purchases...and surveys consistently show 
9 out of 10 oil men prefer to buy equipment appearing in the 
COMPOSITE CATALOG, 


. and for just pennies a call. 


This long established purchasing and specifying reference of 
the oil drilling-producing industry is in use in more than 14,000 
buying locations. Its preferred form keeps your catalog material 
always at hand — avoids the wastebasket, loss, misfiling, etc. 

Make the Composite CATALOG your resident salesman 
... on the rig and in the supply store, purchases are made daily 
by reference to item and page of the CoMPosiTE CATALOG. 
Write for free data book on cataloging to the oil drilling-produc- 


ing industry and learn how you can do the job most effectively 
at lowest cost. 


Greater Petroleum Coverage Through Market Specialization 
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American Home devotes 
a greater share of its pages to 


building’ 
and 
remodeling 


than any other mass magazine 


That’s one good reason why it’s hard to find 
better prospects for building materials, appliances 
and home furnishings than the 12 million 

men and women who look to American Home 
for fresh, down-to-earth suggestions. 


For 10 straight years a greater percentage 

of American Home families have remodeled their 
homes than have the families of any other 

mass magazine. And in 8 out of the 

past 10 years they’ve set similar records 

for building and buying new homes. 
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a Curtis magazine read by 3,600,000 families 


A Look-in on Carnation’s Ad Strategy 


The event was called “The Advertising Showcase.” In it seven 


divisional ad managers for the No. 1 advertiser of the Far 


West revealed how well-merchandised advertising expands 


sales today and also insures bigger markets for tomorrow. 


Some of the “world’s best kept se- 
crets that make Carnation different” 
were revealed recently to 80 top food 
dealers gathered for the “Carnation 
Advertising Showcase” presented for 
the Advertising Club of Los Angeles. 

Celebrating its sixtieth anniversary, 
the Carnation Co., Los Angeles, de- 
cided to unbosom itself with brief 
presentations given by advertising 
managers of seven of its nine operat- 
ing divisions. The company, largest 
national advertiser in the West, has 
69 different advertising budgets, still 
uses and values its 53-year-old slogan, 
“from contented cows.” 

In speaking of the company’s ad- 
vertising investment (I do say “invest- 
ment” advisedly) index, which rose 
from 100 in 1948 to 376 in 1958, 
Vice President Paul H. Willis said 
much of the increase is attributable to 
“investment in market expansion and 
new product introduction.” 

Although advertising dollars are 
“classified,”* the showcase, led bv 
Willis, did reveal much of the strategy 
used to promote the company’s more- 
than-100 products. 

The four-minute presentations high- 
lighted below were given with colored 
slides. Extra dividends were Carna- 
tion ftozen pies served at the show- 
case dinner 


*One reliable estimative source says $6-7 
million.—The Editors. 


EVAPORATED MILK DIVISION 


Presented by Marvin O. Clausen, 
General Advertising Manager 


An emotional atmosphere and 
delicate handling 


Our product has three important 
categories of use—baby feeding, cook- 
ing and coffee creaming. Baby feed- 
ing requires an emotional atmosphere 
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and a delicate handling of robust 
story that does not intrude into the 
area of the medical profession. Cook- 
ing and baking allows the greatest 
latitude in creative activity. ; 

Recipes, spelling out specific ad- 
vantages, well illustrated, most often 
in color, have proved most produc- 
tive. One of the busiest departments 
in advertising is home service or home 
economics. For coffee creaming we 
feature the special blending qualities 
to bring out richer coffee flavor “with 
one third less calories than cream.” 

The multiple-use products offer 
both opportunities and complications. 
The opportunities are obvious—they 
furnish an expanded market. The com- 
plications are perhaps equally obvi- 
ous—the need to establish a climate 
for each use of the product. The di- 
versification is primarily confined to 
the creative approach. 


CONTENTED COWS ° 
CONTENTED STOCKHOLDERS: 


Here’s why . . . In a single 
decade Carnation’s sales in- 
dex rose 45 points, but profits 
increased 71 points. While the 
advertising index jumped 276 
points in the same period, V-P 
Willis points out that part of 
this increase is attributable to 
market expansion and the in- 
troduction of new products. 


FRESH MILK AND ICE CREAM 
DIVISION — 


Presented by Robert E. Minco, 
Advertising Manager 


Superiority—but with 
a juvenile flair 


The very big customers of fresh 
milk and ice cream are youngsters 
under 15. They represent about 50% 
of the consuming market. So we have 
to keep little Johnny in mind, but 
can’t slant all promotional material to 
him. Surveys show that about 49% 
of adults never drink milk. Young 
families with children are the best 
prospects with some 50% of such 
families consuming 80% of the milk. 

With 13 fresh milk and ice cream 
divisions throughout the country, each 
with its local problems, and these 
changing day by day, in effect we 


Carnation sales index 
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plan 13 advertising campaigns which 
are similar in basic media and copy 
approach, but reveal differences in 
supplementary media and sales pro- 
motion devices. 

Each plant has a_ reasonable 
amount of flexibility in adapting its 
own promotion program to meet local 
conditions. For instance, Seattle and 
Colorado Springs use Bozo the Clown 
on TV; Houston uses promotional 
ideas like the old fire truck and the 
Carnation Carousel. We encourage 
and foster this kind of initiative in our 
field men—it’s the team effort we're 
looking for. In turn, we make a defi- 
nite effort to merchandise our ad pro- 
gram to the sales force, keep them 
enthusiastic. 

We employ a balanced media pro- 
gram—utilizing outdoor advertising, 
newspapers, radio and TV, plus local 
publications and __point-of-purchase 
promotion. And we work closely with 
our sales management to evolve each 
campaign. 

As a basic plank in our copy plat- 
form we build upon the Carnation 
quality story, the premium product 
approach—and today, the “rich 
creamy copy platform is considera- 
bly less desirable. In fact, now we 
offer a low calorie line which is quite 
popular. 

We try to create an image of su- 
perior product in our ads—including 
the essentials of package identifica- 
tion, product benefits and the variety 
of our line. We stress appetite appeal 
and color—plus unique flavors in our 
ice cream advertising. 

Having hit the customer both out- 
doors and home, we go after him with 
point-of-purchase displays, capitalize 
on those last minute decisions and 
impulses. Most of these displays have 
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V-P WILLIS: man with 69 advertising budgets. 


a juvenile flair, the feeling of fun 
which appeals to adults and little 
Johnny, too. 

We may change our approach from 
time to time—but we'll probably never 
change our basic convictions—that 
field work by ad people is desirable; 
that merchandising of the ad pro- 
gram to the sales force is a ‘must’; 
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and that a balanced campaign, using 
both outdoor and indoor media, is 
more often than not, effective 


CEREALS DIVISION — 


Presented by L. Richard Johnson, 
Advertising Manager 


Show the package open—and you 
show the product accepted 


The challenge to all newspaper ad- 
vertisers is to make an ad stand out 
from all other advertising running on 
the pages of the same issue. The chal- 
lenge is to be distinctive, to get the 
ad read. To attract attention your ad 
should have something unexpected 
about it, but you must not lose credi- 
bility. 

There is no better way to do this 
in limited space (300 lines) than by 
using a dominant package. How do 
we add interest to a layout reproduc- 
ing our Flapjack package? One meth- 
od is to position a small human figure 
next to the package, creating an opti- 
cal effect that. makes the package 
look huge by comparison to the small 
figure next to it. We open our pack- 
age at the top, something no other 
advertiser that I. know of is doing. 
The open package suggests the prod- 
uct in use, the product performing, 
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This is the 
Instant that’s 
delicious 


for drinking! 


the product widely accepted. 

Before a ten-cent coupon on a Flap- 
jack box has meaning, its value must 
be established. We sell Flapjack Mix 
first, and in this way we give the 
coupon real value. 

For the same product, in offering 
the consumer a five-piece kitchen 
fashion set, we used 1,000-line, two- 
color ads. Using the same basic lay- 
out and art, we developed an in-store 
display. The ads broke the same week, 
giving a double impact of ad and 
display 


PET FOODS DIVISION — 


Presented by Lawrence Aldenoevel, 
General Advertising Manager 


Our turn to buy the Friskies 


To accomplish the first part of our 
strategy (quality of brand vs. price), 
we feel it’s important to allocate the 
better part of our total appropriation 
to advertising which we hope will 
establish a product superiority and a 
buying habit based on faith and con- 
fidence. 

To accomplish the second part, we 
frequently use consumer offers to 
compete with price brands and deal- 
operators, to attract new users and 
increase the purchase rate of our 
present users, and to get our fair 
share of the coupon clippers without 
detracting from our quality image. 

Within the past year the company 
has changed its theme from ads 
which, like others in the field, looked 
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INSTANT 


unwcat 


like somebody forgot to shut off the 
assembly line and now the warehouse 
was overloaded, to ads featuring a 
sensible reason for an offer and 
enough copy to let the housewife 
know that we really don’t have to 
give the product away. 

We try to offer the consumer a deal 
without creating the impression that 
we have lost our lease at the big white 
Carnation building on Wilshire Boule- 
vard. The gist of our advertising mes- 
sage in this kind of offer is that its our 
turn to buy the Friskies. This is our 
way of thanking the consumer for 
past and future purchases and loyalty. 
Our objective: a warm friendly feel- 
ing toward Friskies and the company 
that makes it. 


INSTANT PRODUCTS 
DIVISION — 


Presented by Robert J. Davis, 
Advertising Manager 


A mustache of nonfat milk 


When we test marketed our radi- 
cally improved nonfat dry milk, the 
American Dairy Association had re- 
search figures which showed that 
powdered skim milk then on the mar- 
ket was used 27% for drinking and 
46% for all other uses. Our product 
superiority was being reflected in the 
end use—it was used as a replacement 
for fresh milk as a beverage. Our 
problem was how to capitalize on 
this advantage. 


Our September 3, 1956 Life maga- 
zine ad scored very well, a 21, a» 
measured by researchers of adver- 
tising impact in print media. We 
thought we had a winning idea, but 
we didn’t know if success came from 
using a child, or from the device that 
was used—a youngster with a milk 
mustache. 

As a result of our first “drinking 
boy” success, we used two ads of 
children without the milk mustache. 
They didn’t score very well. 

Research showed that “nonfat milk” 
is a positive idea and a strong selling 
point. We took advantage of this in 
our copy strategy. We have started 
talking about “at such low cost.” The 
economy idea was played back by 
44% of the women respondents to the 
advertising research. Now we are con- 
fident we were on the right track with 
the drinking child and the milky mus- 
tache approach. 

On June 2, 1958, our Life ad really 
got to the point with our headline 
and subhead, “Carnation Magic Crys- 
tals burst into fresh flavor nonfat milk 
instantly for as little as eight cents 
a quart.” Our subhead carried “this 
is the instant that’s delicious for 
drinking.” The public seems to agree. 
According to national market research 
figures, we now have more than 40% 
of the dry milk business. 


FROZEN FOODS DIVISION — 


Presented by William J. Riley, 
Advertising Supervisor 


Run on free pies swamps 
budget by 700% 


Frozen fruit cream pies were first 
introduced in 1956 in the western 
territory where fruit pies were being 
marketed. They moved so well that it 
was decided to push east into St. 
Louis, Chicago and Milwaukee. We 
felt the best method to introduce the 
line would be in a metropolitan area- 
by-area campaign using newspaper 
advertising. Our goal was to establish 
product distribution at once and 
move quantities of frozen cream pies 
quickly. 

In Milwaukee, our job was to ob- 
tain distribution in the frozen food 
cabinets of the major food outlets and 
get as many people as possible to try 
Simple Simon cream pies as quickly 
as possible. The best way to do this, 
we felt, was to offer something which 
would benefit both the grocer and 
his customers. 

We decided to offer Milwaukee con- 
sumers a free Simple Simon cream 
pie. 

Two 2-color ads were scheduled for 
major Milwaukee-area newspapers. 
The first was a 1,500-line ad offering 
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the consumer a free Simple Simon 
cream pie. To give the offer greater 
impact, our sales force gave the grocer 
ad mats, offering his customers a free 
Simple Simon pie, for use in his 
weekly ad. We paid for the Simple 
Simon portion of his ad. 

In adibion lists of names and ad- 
dresses of grocers’ customers were ob- 
tained by our sales force during week- 
end sales at grocers’ stores. These 
customers were then sent coupons 
worth 15 cents on the purchase of a 
Simple Simon frozen cream pie. 

This introductory offer was an im- 
mediate benefit to the grocer—he 
could offer his customers a free pie in 
his own advertising on the same day 
our offer ran in the local paper. The 
consumers benefited by being able to 
get back the full purchase-price of a 
pie. We benefited because the quality 
of our product gave us repeat pur- 
chases. 

A follow-up product-quality ad 
served to reinforce the first ad and, 
specifically, to sell our chocolate 
cream pie. 

When the Milwaukee introduction 
began, a second ad, offering a free 
pie, had been scheduled for all area 


newspapers. However, the overwhelm- 


Cream Pies to Foragizers 


From a converted hotel, its 
criginal evaporated milk plant, 
in Kent, Wash., the Carnation Co. 
has come a long way in 60 years 
to its new Wilshire Blvd. sky- 
scraper in Los Angeles. Surveys 
show the company to be the na- 
tion’s leading seller in its field 
(1958 sales: $378 million) and 
holder of 409%, of the dry milk 
market. Its products, more than 
100 of them, range from Carna- 
tion Cream in a can and frozen 
cream pies to the recently offered 
Summer Foragizer (“eliminates 
five steps from field to feeder”) 
in the heavy-equipment farm 
field, with some 2,000 different 
packages illustrating the market- 
spread. 


ing mail-in response to our first free- 
pie offer surprised us. With pies avail- 
able in 90% of the major Milwaukee 
food stores, we exceeded our budget 


successfully further its plans. 


Advertising a Tool of Management 


In the area of management responsibility and advertising objec- 
tives there is always room for misunderstanding. This applies to 
advertising men and management alike . . . 

Many advertising men believe they are misunderstood by their 
managements. The unfortunate fact is that all too frequently the 
reverse is true. Too many advertising men simply do not under- 
stand management and its objectives, policies and procedures. 
Therefore they are not able to interpret management nor can they 


This is the No. 1 requirement for the advertising man. Despite 
his brilliance, skill and imagination, until he understands manage- 
ment aims and policies, he is of limited value to his company or 
the advertising profession of which he is so proud. 

In the fields of management and advertising frequent use is 
made today of tne term “communications.” Sometimes these com- 
munications seem to be directed toward everyone else but the 
people affected. | think there is a responsibility on each side to 
take a look at the line of communications between the advertising 
men of a business and its management. Honest self-examination 
will reveal the detours that frequently send not only ideas but 
men and programs off in different directions.—William H. Burkhart, 
Chairman of the Board, Lever Brothers Co., before the Association 
of National Advertisers’ Spring Meeting. 
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in the first few weeks and had to can- 
cel the second ad. 

The total consumer mail-in was 
700% over budget level anticipated. 

The introduction was su . 
We had the right product, and used 
the right combination of consumer and 
grocer benefits. We established dis- 
tribution in the major food outlets 
and moved large quantities of our 
pies in the pt al market in a 
short time. 


FEEDS DIVISION — 


Presented by Robert D. Moore, 
Advertising Manager 


For anything that walks, 
crawls, or flies 


Today’s farmer must produce 
enough food for himself and 18 oth- 
ers. Ten years from now he must 
produce enough food for himself and 
24 others. He is a member of the 
largest class-market in the nation— 
and he is class itself. 

In California, the average livestock 
farmer’s income is now well above 
$15,000 a year. One poultry rancher 
has 30,000 hens shelling out eggs 
and his net income is over $90,000 
a year. He should be treated as a fac- 
tory owner and is governed by the 
same rules: quality production, con- 
tinual expansion, efficiency of labor, 
bulk delivery with price advantages of 
quantity purchases and finally profits. 

We have learned that class-adver- 
tising for him is a must. 

The farmer has an intense interest 
in research, specifically in how to cut 
food costs, which represents 60% of 
the production of meat, milk or eggs. 
To satisfy this hunger, we publish 
eight external house organs averaging 
16 pages each, and going to 100,000 
farmers. All are headed “Albers Re- 
search News” and each covers a spe- 
cific category of farmer and his prob- 
lems in greater detail than farm pa- 
pers. For instance, the Albers Beef 
Research News has only 30,000 cir- 
culation but each recipient represents 
$10,000 to $50,000 in yearly feed- 
sales. 

The qualified prospect is ap- 
proached at a total cost of 24 to 30 
cents compared to the $3-cost of a 
salesman’s call and then when the 
salesman does call, the percentage of 
closes is higher. 

The facts must come from our re- 
search people. Presentation of the 
printed word (and commercials) must 
come from well-informed advertising 
people. The follow-up, the close, must 
come from sales—we maintain very 
close cooperation between research, 
sales and advertising. 
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Do-It-Yourself Rating System Helps 
Salesmen Overcome Weaknesses 


What I call the Sales Coefficient 
Rating System is an attempt to rate a 
salesmans sales effectiveness objec- 
tively. The system can provide a 
sound and particular basis for im- 
proving sales output by individual 
members of the sales staff, and a tangi- 
ble rating system for use in deter- 
mining such practices as promotions 
and salary increases. One of its great 
assets is its simplicity. 

The system breaks down a sales- 
man’s assets into two basic compo- 
nents: his skills, and his application 
of these skills. When the salesman’s 
aptitudes are multiplied by his rate of 
application, the product is an index 
to his sales efficiency. 

The Sales Coefficient of each in- 
dividual on the staff is this product 
of aptitudes multiplied by application. 

Naturally the skills and application 
factors will vary from business to busi- 
ness, but let’s break down an indi- 
vidual salesman’s selling character- 
istics into basic components, using, 
for instance, an advertising sales situ- 


By DANIEL L. LIONEL 


Classified Advertising Manager 
New York Herald Tribune 


ation where the product is intangible. 

From past observation in the sale 
of classified newspaper space we have 
picked out certain skills and certain 
factors of application, assigning to 
each a maximum possible rating based 
on relative importance. 

In the sale of classified newspaper 
advertising good use of the telephone 
is vital. In other businesses the tele- 
phone may be of far less importance. 
In another sales category the ability 
to write good letters as follow-ups and 
fill-ins between calls might be a top 
ranking skill. 

Aptitudes other than the ones 
shown on the chart below which could 
be evaluated by sales executives might 
include: 

Imagination 
Adaptability 
Loyalty 
Tact 
Timing 


Speech 
Memory 
Judgment 
Appearance 
Creativeness 
Likableness Routing 


Poise Planning 


The sum total of possible points 
under skills is 10. 

Other applications could be de- 
vised. One example would be hours- 
worked. Application points, here too, 
would total a possible 10. 

Fractions are used in judging. For 
example, speech might have a rating 
of 2, but salesman X gets no better 
than 1.25. Poise, let’s say, is 1, but 
he rates no better than .33. 

Formula: Skills X Application 
equals Productivity equals 100. 

This type of chart can be pro- 
duced and used as a basis for grading 
each salesman on the staff with the 
supervisor or manager rating each 
man on the various skills and appli- 
cations decided upon. Ratings are 
totaled and multiplied. The product 
is the Sales Coefficient. 

The highest possible rating is 100 
—which even the best salesman on the 
staff is unlikely to hit, because no one 
is perfect. But since this is a yard- 
stick for determining efficiency—and 
improving sales productivity—the chart 


About This Article 
Most Sales 


articles about methods or systems 


Management 


stress new scientific 


develop- 
ments which bear the stamp of 
psychologists or management 
counselors or electronic computers 
~—and are expensive both in de- 
sign and in operation. 

This rating system, admittedly, 
is of the do-it-yourself type. It 
did not spring from the fertile 
brain of a college professor, but 
was developed on a trial and 
error basis by a hard working 
sales manager who wanted re- 
sults and wanted them fast, who 
wanted to get beneath the sur- 
face observations of success or 
failure, such as “Joe’s a dynamo 
and Jack’s a dud,” ‘and break 
down the elements of success or 
failure, with the hope that suc- 
cesses could be maximized and 


failures minimized. 
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SALESMAN’S EVALUATION CHART need not follow this form, 
but this one by Author Lionel can serve as a sample guide. 
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Are Rising Fleet Costs 
Cutting Your. Profits? 


Meet Company President Horace Browning, 
and Sales Manager Fawcett. Their problem 
is a common one today . . . soaring car fleet 
costs that whittle down profits. 


“Cheer up, H.B.,"" declared Fawcett. ‘Let's 
switch our fleet to Rambler. We'll save 
money on first cost and operating cost. 
Because Rambler has top resale, we'll save 
too. when it’s time to trade or sell.” 


“These big, gas-thirsty '59 cars siphon off 
profit dollars like a vacuum cleaner,” 
complains President Browning. “They're 
costing us too much to operate.” 


“And our salesmen won't waste time driv- 
ing ‘round the block looking for parking 
spots. Rambler parks in spaces other cars 
have to pass up. Rambler is the one car 
that hasn't forgotten the fleet owner.” 


Rambler Fleet Sales 


Like individual car buyers, fleet oper- 
ators are switching to Rambler in 
record-breaking numbers. These busi- 
ness men have learned that it is sound 
economics that means important 
savings in first cost and operating costs. 
Many fleet operators report Rambler 
gives 4 to 8 more miles per gallon than 
ordinary cars. And Rambler’s top re- 
sale value means you get more at 
trade-in time. 

For complete information on the 
Rambler Fleet Purchase Plan, mail the 
coupon today. You entail no obligation. 


Fleet Leasing Arrangements 


Are Available... 


If your firm leases fleet units, ask your leasing company 


“What's more, Fawcett, we'll have to build 
an extension to the company garage to 
house these monsters. And our salesmen 
can't fit them into parking spaces.” 


“You've got it, Fawcett!”", beamed Brown- 
ing. “We'll switch to Rambler like so many 
other fleet operators are doing. Rambler 
savings will make a nice showing on the 
right side of the ledger.”’ 


Fleet Sales, Dept. E-2 


American Motors Corp. 
14250 Plymouth Road, Detroit 32, Michigan 


Please send your representative to call on us with complete 
information about the Rambler Fleet Plan. We understand this 


entails no obligation on our part. 


FIRM NAME 


for low Rambler rates or write us for the names of leasing 


ree 


companies with whom we have working arrangements. 
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shows clearly in which areas improve- 
ments cou bring a man closer to 
the perfect score. 

For example, salesman X, who had 
the speech problem, recognized this 
from the grade on his Sales Coeffi- 
cient chart. He took a course in 
speech and poise—and it helped him. 

Here is his original rating: 

Skills Application Coefficient 
7.5 9g 67.5 

His speech course added a point to 
his index of speech, and a half-point 
to his poise factor, giving him the fol- 
lowing rate: 


Skills Application Coefficient 
9 9 81 

Thus, the simple forward step of 
taking a speech course improved this 
individual's Sales Coefficient by 20%. 

The relative simplicity of this sys- 
tem speaks for itself since every skill 
is an asset in total selling effectiveness 
only to the extent that it is used or 
applied with energy and enthusiasm 
and carried aggressively to the right 
people. By the same token, a highly 
energetic salesman, who is eager and 
aggressive, will strike out unless he 
utilizes certain basic skills. The de- 


COLUMBUS’ BALANCED ECONOMY 
IS IMPORTANT TO YOU 


.. . especially when you use the 
COLUMBUS DISPATCH 


Columbus’ industrial output tops 1.3 
billion annually and is the product 
of hundreds of plants. Yet, less than 
30%, of her people are engaged in 
the 


government, 


industry balance are in 


education, transporta- 


tion and other ‘services.’ This means 


a solid, sound, buying economy .. . 
a healthy, potent ready market for 
you. You reach it all in The Colum- 
bus Dispatch that's read in four out 
of five Columbus homes daily, and 
of ten on 


more than nine out 


Sunday. 


Attractive Optional Combination Rate With Morning 


Ohio State Journal Available 


The ‘Total Selling’’ Medium 
Is The Daily Newspaper 


Columbus 
has the 
buying power 
The Dispatch 
has the selling 
power 


The ¢ 


O'Mara & Ormsbee, Inc. 
New York, Chicago Detroit, San Fren- 
cisco, Los Angeles; McAskill, Herman & 
Daley, inc Miam: Beach 


Representatives 


; 


gree to which sales skills are applied 
is the degree to which the salesman 
is productive. 

This simple system is designed to 
help an individual salesman improve 
himself—to measure at regular peri- 
odic intervals (such as every three 
months or every six months) either 
his progressive improvement, or pos- 
sible retrogression. 

Individual scores should be known 
only to manager and salesman. The 
method is not designed to compare 
one salesman with another. The as- 
sumption is that you want your man 
to become a better salesman—and that 
he wants to become a better salesman. 

You can further assume that nei- 
ther your choice of factors to be rated 
nor your evaluations will be perfect, 
but if they remain constant and are 
applied to all salesmen, the improve- 
ment over a year’s period will be 
marked for all salesmen who really 
want to improve themselves. 

Such negative factors as sloppy 
speech or dress can lead to hard feel- 
ings if a salesman thinks that he is 
being singled out for criticism, but 
with the rating system he knows that 
these are points on which his brother 
salesmen are also being judged. 

The manager applying this rating 
system must be objective. He must 
be fair; he must use the same yard- 
stick for all men under review. He 
must be able to make reasonably ac- 
curate observations as to which skills 
and applications are most important. 


> When used on a regular planned 
basis, the Coefficient chart becomes a 
sales training device by which the 
salesman can gauge his own strong 
and weak points and chart a course 
leading to continuing improvement. 

If the system does nothing more 
than to keep reminding the individual 
salesman and his sales manager of the 
components of sound selling practice, 
it serves a useful function. But it 
can—and does—go well beyond that. 

Readers may wonder how close the 
Sales Coefficient comes to measuring 
total sales production. The answer 
is that it doesn’t pretend to measure it. 

Since different territories have dif- 
ferent sales potentials, we cannot ex- 
pect a precise ratio between volume 
and the most efficient teaming up of 
skills and application. 

The real test is whether an in- 
crease in Sales Coefficiency results in 
an increase in volume for the indi- 
vidual salesman being graded. The 
answer is that an increase in Sales Co- 
efficiency almost always brings an in- 
crease in sales. If a man’s rating is 
60 this month, and he increases it to 
75 three months later, it almost auto- 
matically means increase in dollars. # 


SALES MANAGEMENT 


o 


is 


ee 


t 


peerage 


There comes a time in the life of every product when it 
needs a “shot in the arm” to spur sales, to win new friends, 
to re-interest fickle customers, to broaden sales horizons. 


Packaging alone often succeeds in doing the whole job — | Seonsen wuneney 
- 


‘ See : ° ith he 
especially when it’s creative packaging that creates sales... : te 
° : ' ° P e ‘ _artor 
the kind of packaging Milprint has been producing 
for over half a century. 
Call your Milprint man — first! 
Rotogravure Printed 


Foil Canister Label j y Rotogravure Printed 
Cellophane-Foil 


This insert lithographed by Milprint, Inc in Lamination t¢ 


MAKES PACKAGING THAT MAKES SALES 


there’s got to be 
a best way 
to tell your 
product story 
in ads 


DO YOU KNOW WHAT IT is? 


You’ve probably preached “user benefits” to 
your sales force until you could make a good 
case for this basic sales approach in your sleep. 


You’ve probably heard or assumed that this 
same principle applies to advertising. 


Well, it does. 


But with this difference. When your salesman 
calls on a prospect he is able to select any 
element of your product story as a starter; to 
select the most suitable of his many sales points 
as he feels his way through the interview. 


Your ads, of course, cannot “feel their way” and 
adjust to readers’ reactions. That’s why it’s so 
important to find out, in advance, the one best 
way to tell your product story —the way that has 
the greatest appeal to most of your prospects in 
each of your markets. 


Today there is a way to sharpen the common 
denominators of your best sales story as 
it applies to each of the different fields you 
sell. It is a highly specialized type of personal 
sales investigation which we have developed 
over a period of many years. 


We call it “Ditch-Digging” research. It digs 
underneath the reasons your prospects give for 
not buying. Its approach is unbiased; we get 
your potential customers to talk about things 
they normally wouldn’t tell your salesmen. It 
helps you crystallize the conditions to be met 
in each field; reduces the guesswork that ham- 
pers advertising effectiveness; leads inevitably 
to the best way to tell your product story. 


THE SCHUYLER. HOPPER COMPANY | advertising 


12 East 4ist Street, New York 7, N.Y. 


Jobbers Are Replaceable! 


Flagging jobber service to dealers leads Rockcote Paint Co. into 


a new merchandising concept with happy results: sales up 17%. 


In some industries the jobber func- 
tion seems to be weakening. 

Manufacturers in these industries 
find themselves dealing more and 
more with the retailers direct. 

Such was the case with Rockcote 
Paint Co., Rockford, Ill. The com- 
pany’s management men, sensing the 
need for a new kind of merchandising 
concept, came up with an idea that 
produced a 17% increase in sales in 
1958. It’s called “The Rockcote Mer- 
chandised Color System.” It was de- 
veloped under the direction of V-P 
Walter Olsen, formerly a paint sales- 
man. 

Rockcote realized that the first, and 
most important step in filling in for 


jobbers would be to arm Mr. Retailer | 


with the widest possible selection of 
paint colors. Unfortunately, paint re- 


tailers are, all too often, called upon | 


to furnish paints after the interior 
furnishings have been selected. This 
meant the dealer had better be able 
to supply virtually any combination 
of colors requested of him. 

Certainly the retailer would be un- 
able to stock a sufficiently wide vari- 


ety of color combinations. Now, with | 


the jobber fading out of sight, he 
couldn’t depend on this source. As 
far as going to the manufacturer for 
each and every combination, this was 
obviously out of the question. 

At first, Rockcote provided the re- 
tailer with a set of colorants dispensed 
from small tubes. Using a white base, 
he could consult a chart and squeeze 
the proper amount from the tube into 
a can of base white, replace the top, 
insert the can into his paint shaker 
and wait. 


This temporarily solved the prob- | 


lem, but Rockcote was on the trail of 


a final solution to this color-availa- | 
bility situation—an automated solu- | 


tion, and they found it in the Tint-A- 
Matic color machine. 

The machine was developed by 
Rockcote in conjunction with a Chi- 
cago engineering firm. Although Rock- 
cote retains patent rights and super- 
vises all manufacture, the Tint-A- 
Matic machine is available for lease 
or sale to other paint manufacturers. 
However, Rockcote attempts to keep 
other-company installations out of its 
own marketing areas. 


With the machine, a dealer can | 


automatically dispense measured 
amounts of nine concentrated color- 
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ants into base white paint and pro- 
duce some 1,200 accurately con- 
trolled, colored paints for sale to his 
customer. 

As it developed, the machine was 
only part of the solution. The dealer 


still required help in many areas. 
What is now known as Rockcote’s 
Color Survey comprised the next step 
in the Merchandised Color System. 
Significantly, the survey was tied 
closely to the use of the Tint-A-Matic 


2 
2; 
3. Probable dates 
4. 
5. 


For this free service, simply write: 


ate a RCI Be SRO 


A FREE SERVICE 


For Meeting and Exhibit Planners 


It's no longer a painful task to find just the right site for your large or small meeting, 
traveling show or special convention. Just write down these facts: 


Number of people to attend 
Number of days to run 


Preferred areas or cities 
Hotel and exhibit facilities you require 


All you have to do is to send these facts to Meeting-Site Service (a division of 
SALES MEETINGS’ Research Department). Without charge, a check will be made on 
the availability of the facilities you seek and recommendations will be made. With 
the list of possible sites, you will receive color brochures to help you make a decision. 


MEETING-SITE SERVICE 


Sales Meetings Magazine 
1212 Chestnut Street, Philadelphia 7, Pa. 


Another service: We'll be happy to recommend organizations qualified to assist you 
with any services or products you require in conjunction with your meeting or show. 


dispensing machine in rating colors 
sold. 

Upon making a sale. the retailer 
fills out a precarbonized form with 
the customer's name and address, the 
color selected, the quantity and the 
type of finish ordered. One copy goes 
into the survey-box, and one is re- 
tained by the dealer as his record of 
sale. His copy also gives him a ready- 
made reference for direct-mail pur- 
poses. 

With monthly reports rolling in, a 
national picture of currently popular 


colors began to take form. Trends 
were spotted, results summarized. 
Rockcote knew the conclusions would 
be in demand. The resultant “Late 
News” enables the retailer to counsel 
his customers on the latest color com- 
binations and trends. To keep a timely 
emphasis on the survey reports, Rock- 
cote analyzes its dealer-ballot-returns 
on a national basis, checks against 
previous results, and has the final re- 
port on the way to the retailer within 
two weeks. 

Here was a tool the retailer could 


se, OF GIFT ITEMS and GOOD-WILL BUILDERS 
NEEDS THIS NEW CATALOG... 


64 pages illustrating nearly 

600 different items .. . The largest 

most original, and most complete line of 
electronically sealed Vinyl in the country! 


a 
: = at 


Price range from 6c ea. to $4.00 ea.- INCLUDING IMPRINTS 


Remarkable Values! 


@ Only finest grades of materials 
With matchless workmanship. 


@ Designs sparkle with originality. 


@ Catalog descriptions so explicit, you can 
order by mail with the fullest confidence. 


® Deliveries are prompt and RELIABLE. 


ATTACH LETTERHEAD OR CARD TO THIS COUPON AND 
Vayrde, Richard & Pound ee 7 


Advertising Specialties Division 
} 38) - 4th Ave., N. Y. 16, N.Y. 
Address 


Firm Name____ 


! () Send us FREE 
| your new 
1960 Catalog 
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use in conjunction with the Tint-A- 
Matic machine. He could suggest the 
latest colors, document his reeommen- 
dations and dispense the finished 
blend on the spot! ' 

But Rockcote still had work to do. 
With over 2,000 Tint-A-Matic color 
machines in operation across the 
country, and orders arriving for new 
installations, the company, neverthe- 
less had a way to go if it were going 
to completely fill the jobber’s shoes. 

The average paint dealer wasn't 
much of an advertiser. He needed sup- 
port, ideally by national advertising. 
Rockcote’s Trade Sales Division en- 
tered into an advertising cooperative 
comprised of its associated compa- 
nies (from among those leasing the 
machine) whereby limited funds are 
pooled to buy national ads under the 
name “Spectromatic.” 

In addition, Rockcote provides a 
solid selection of point-of-purchase 
material as another aid to the retailer. 

Where expedient, the company 
publicizes a color having a timely 
interest, such as “Morningstar Blue,” 
featured recently by Harper’s Bazaar 
and the Warner Brothers’ motion pic- 
ture, “Marjorie Morningstar.” 

The Merchandised Color System 
program has accomplished its aim. 
In those areas where the jobber has 
disappeared, the retailer can look to 
Rockcote for his wholesaler services. 

From V-P Walter Olsen’s view- 
point, it boils down to a five-point 
program to meet the problem of 
waning jobber service: 


1. Provide the Tint-A-Matic color 
machine and give the retailer the 
latest merchandising technique with 
which to sell his paint. 


2. Require the retailer, if he so 
desires, to stock only the base white 
paint, thus greatly improving his in- 
ventory situation. Should he desire 
ready-mixed paints, they too would 
be available to supplement his Tint- 
A-Matic system. 


3. Provide monthly results of the 
national color survey, establishing the 
retailer as an authority on color 
preferences. 


4. Provide point-of-purchase mate- 
rial (chip charts and extensive color 
selection tables) and cooperative na- 
tional advertising to support the 
dealer. 


5. Provide a custom answering 
service covering any paint problems 
the retailer may have. 

“Today,” says Walter Olsen, “—if 
you're smart—you take care of your 
retailer!” # 
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You can now cover one of the nation’s top 
three test markets (and the Number One test 
market in New England!) thoroughly and more 
economically than ever with The Providence 
Journal-Bulletin. New Journal-Bulletin package 
plans—explained at right—make it easy. 

And you'll like what The Providence Journal- 
Bulletin delivers. This one medium is the strong- 
est selling force throughout New England's sec- 
ond largest market . a million-plus interstate 
population center where buying power is BIG... 
bigger than ever, as Sales Management shows. 

In ABC Providence alone, The Journal-Bul- 
letin gives you 100%-plus coverage of over 500,- 
000. In the CITY-STATE area, you get more 
than 80% coverage. 

Isolated from other major markets . . . repre- 
sentative and well-balanced between urban and 
suburban . . . cosmopolitan in composition . . . the 
bustling Providence market offers you the ideal 
testing grounds for new products, new packaging, 
or sales promotion ideas. 
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‘one newspaper .. . 
and a million and more prospects! 
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New Journal-Bulletin Package Plans 


Low Cost Gravure Opportunity—Your gravure advertising in 
This Week Magazine or locally-edited Rhode Isiander may be 
adapted for Journal-Bulletin combination, biack and white, at 
$.44 a line, using same copy. (Min. b&w size to be at least 
equal to the gravure, and combi completed in same 
calendor week.) plates, no charge. Ask about it. 


We make 


Job-tailored Combinations—You have a choice of combinations 
to fit your campaign program and budget: 

Combination:* Circulation Line Rate 
Morning and evening 62 
Sunday Journal 60 
Sunday and Morning 70 
Sunday and Evening 78 
Sunday, Morning, Evening $1.04 

(ABC circulation, March 31, 1958) 

*Daily copy may run morning and evening or evening and morn- 
ing. Sunday and daily combinations may start preceding Sot- 


urday A.M., to be completed with Tuesday P.M. editions. Holli- 
day Journal not sold in combination. 


Write for full market data or Package Plan information 
to Frank S. Rook, Manager, General Advertising, The 
Providence Journal-Bulletin, Providence 2, Rhode Island. 
Or your nearest Ward-Griffith office. 


PROVIDENCE JOURNAL-BULLETIN 


Represented Nationally by Ward-Griffith Co., Inc., New York, Boston, Detroit, Chicago, 
Philadelphia, San Francisco, Atlanta, Miami, Charlotte, Portland, Ore. 
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What Every Sales Manager Should Know 
... About Advertising Copy 


A six-minute capsule course for copy O.K.’ers, including some 


standards for judgment, and ways to help make better advertise- 


ments with more accurate, more pertinent and fresher copy. 


What is advertising copy? 

Copywriters applauded heartily 
when the late George Burton Hotch- 
kiss, dean of copywriters, and educa- 
tor extraordinary, wrote “The term 
“Advertising Copy’ is a sad misnomer, 
with implications that are humiliating 
as well as misleading. . . . What the 
advertising writer produces, of course, 
is not — or should not be —a copy of 
anything. It should be in every sense 
original, individual, a new creation.” 

The copy used in your advertise- 
ments deserves your careful attention. 
For communication takes place largely 
through language. 

Words are the lifeblood of any ad- 
vertisement. Without them you can’t 
express exact meaning. Fact is, you 
can't sell without the aid of language. 
It then follows logically that the 
function of copy is communication. 

Five basic steps to communication 
are: 

Attract attention 
Stimulate interest 
Supply conviction 
Arouse desire 

@ Cause action 
Every piece of copy (like every sales 
argument) must, in one way or an- 
other, accomplish all five steps. Con- 
sider, if you will, what the copywriter 
is asked to do with your sales mes- 
sage to reach these five objectives: 


Attracting attention Try to 
put the message in the reader's stream 
of interest. It’s axiomatic that the 
easiest and surest way to gain the 
reader's interest is to write in terms 
of things in which he’s already inter- 
ested. That means finding and recog- 
nizing a point of contact. 


Be dramatic—with the product. Try 
and keep your product the star of the 
show. Explain its action and use. 
Avoid attention-getting devices which 
are irrelevant. Strive for mind-atten- 
tion, not just eye-attention. 

Be simple and direct. Don’t ask the 
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By ROBERT C. MOELLER 
Copy Chief, O. S. Tyson & Company, Inc. 


reader to struggle to get the point of 
your sales message. You can be sure 
he won't. 


Stimulating interest . . . Write to 
a person not a company. People sign 
purchase orders, make decisions. 
Make every effort to sell through in- 
terpretation of the product. Explain, 
educate, tell the reader why he should 
be interested in your product. Those 
readers who are really prospects will 
become buyers faster, once the rea- 
sons for purchase are made clear. 


Supplying conviction . . . Be spe- 
cific. Then be even more specific. 
Give the reader facts, details, per- 
formance data concerning your prod- 
uct. For not only are specific state- 
ments more interesting, but they are 


Behind this Article 


This article came about be- 
cause so many sales executives 
are getting closer and closer to 
all phases of the advertising 
operation. They’re concerned not 
only with budgets, themes, and 
media . . . they’re insisting on 
the privilege of seeing and okay- 
ing finished copy and layouts. 


The Tyson agency found this 
to be the case with practically all 
of their 40 client firms. This led 
Copy Chief Moeller to produce a 
“six-minute capsule course” in 
copy technique to help the sales 
executive judge copy by some 
stated standards rather than by 
relying upon instinct or impres- 
sion. 

This article is a boiled-down 


version of what Moeller passed 
on to the clients of his own firm. 


more convincing and believable than 
any high-sounding generalities. 


Arousing desire . . . Remember 
that the reader is more interested in 
himself than in you. Tell him how 
your product can benefit his own self- 
ish interests - how it can save him 
or his company money or labor, or 
boost his prestige. In other words, 
involve the reader emotionally or 
mentally — or both. 


Causing action . . . By now you 
should have made an impression on 
the reader. But don’t leave him yet. 
Ask for action—an urgent invitation to 
specific action. Ask him to clip a 
coupon, write for a booklet, call for a 
demonstration. 

O.K., enough of basics. Suppose 
now that you have a new piece of 
copy in front of you. How do you 
judge it? Is it good, bad, or indiffer- 
ent? Here are seven standards of 
judgment that I find very useful: 


1. Does it have a sound basic 
advertising idea? 

Mills Shepard once wrote, “How 
well your advertisement succeeds de- 
pends largely upon how good a basic 
advertising idea there is back of it.” 
Be sure it’s a sound sales idea. Not 
merely a trick or a gimmick. 


2. Is it creative? 

What is a creative idea, anyway? 
Basically, it’s something new. A new 
relationship between available data. 
A creative idea is important, but don’t 
allow the search for newness to be- 
come an end in itself. Seek a fresh 
way to tell your story, but don’t avoid 
the basic facts; don’t settle for new 
but wholly artificial sales arguments. 


3. Is it simple — yet complete? 

An advertisement, like a business 
letter—to stretch an analogy—should 
be kept to one basic message. All the 
substantiation employed in the copy 
should be directed to strengthening 
the primary sales idea. 


SALES MANAGEMENT 


2° 2S2S8e-> 


“it’s 
fan mail 
and 

do we 
love it!” 


— says H. M. Smith, Second Vice-President 
Director of Sales, Sheraton Corporation 


TYPICAL FAN MAIL: 


@ “A trouble-free convention is.my biggest con- 
cern and I’m always confident that things will 
run smoothly at a Sheraton Hotel.” 


. . . What a wonderful way for a Sales Director’s day to begin — 
with letters like these crossing his desk. 


You can easily find out what the shouting’s all about. Next time 


® “Since | have the responsibility of arranging 
meetings for our organization, | go out of my 
way to take my requirements to Sheraton. | 
know I'll receive the utmost in co-operation.” 


@ “‘|'malways pleased when! read that you people 
have acquired another hotel — it means there 
will be another Sheraton Hotel at my service 
when it comes to working out details for our 
future conventions.” 


EAST 

NEW YORK CITY 
Sheraton-East 
(formerly the 
Ambassador) 
Park-Sheraton 
Sheraton-McAlpin 
Sheraton-Russell 
BOSTON, Mass. 
Sheraton-Plaza 
WASHINGTON, D.C. 
Sheraton-Cariton 
Sheraton-Park 
PITTSBURGH, Pa. 
Penn-Sheraton 
BALTIMORE, Md. 
Sheraton-Belvedere 
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you’re planning a sales meeting in a Sheraton city, put matters into the 
capable hands of the Sheraton Sales Staff. These experts will arrange 
for meeting rooms and banquet halls, plan menus and entertainment. 
They offer an immediate cure for all your convention headaches. 


FREE PLANNING GUIDE AND CHECK LIST of 149 items — to help your next 
banquet or convention run smoothly. Write to: Sheraton Hotels, National 
Convention Office, Sheraton-Park Hotel, Washington, D. C. And ask how 


Sheraton can be of service in solving your specific problems. 


© SHERATON HOTELS 


PHILADELPHIA, Pa. 
Sheraton Hotel 


PROVIDENCE, R.I. 
Sheraton-Biltmore 


SPRINGFIELD, Mass. 
Sheraton-Kimball 
ALBANY, N.Y. 
Sheraton-Ten Eyck 


ROCHESTER, N.Y. 
Sheraton Hotel 
BUFFALO, N.Y. 
Sheraton Hotel 


SYRACUSE, N.Y. 
Sheraton-Syracuse Inn 
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BINGHAMTON, N.Y. 
Sheraton Inn 


MIDWEST 
CHICAGO, Ill. 
Sheraton-Blackstone 
Sheraton-Towers 
DETROIT, Mich. 
Sheraton-Cadillac 
CLEVELAND 
Sheraton-Cleveland 
CINCINNATI, Ohio 
Sheraton-Gibson 
ST. LOUIS, Mo. 
Sheraton-Jefferson 


OMAHA, Neb. 
Sheraton-Fontenelle 
AKRON, Ohio 
Sheraton Hotel 
INDIANAPOLIS, Ind. 
Sheraton-Lincoin 
FRENCH LICK, Ind. 
French Lick-Sheraton 
RAPID CITY, S. D. 
Sheraton-Johnson 
SIOUX CITY, lowa 
Sheraton-Martin 
Sheraton-Warrior 
SIOUX FALLS, S. D, 
Sheraton-Carpenter 
Sheraton-Cataract 


CEDAR RAPIDS, lowa 
Sheraton-Montrose 


SOUTH 

MOBILE, Ala. 
The Battle House 
LOUISVILLE, Ky. 
Sheraton Hotel 
The Watterson 
DALLAS, Texas 
Sheraton-Dailas 
AUSTIN, Texas 


Sheraton-Terrace 
Motor Hotel 


WEST COAST 


SAN FRANCISCO, Cal. 
Sheraton-Palace 


LOS ANGELES, Calif. 
Sheraton-West 
(formerly the 
Sheraton-Town House) 


PASADENA, Calif. 
Huntington-Sheraton 


PORTLAND, Oregon 
Sheraton-Portland Inn 
(Opens fall 1959) 


HAWAII 

(Sheraton operated) 
Royal Hawaiian 
Princess Kaiulani 
Moana 

Surf Rider 


CANADA 

MONTREAL, Que. 
Sheraton-Mt. Royal 
The Laurentien 
TORONTO, Ont. 

King Edward Sheraton 
NIAGARA FALLS, Ont, 
Sheraton-Brock 
HAMILTON, Ont. 
Sheraton-Connaught 
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ADVERTISING IN 
BUSINESSPAPERS 
MEANS BUSINESS 


THE 


ASSOCIATED (G)) 


when it takes advantage of the unique 
opportunity the business press offers to put 
i sales story directly into the hands of specific 
buyers for specific products. Especially when 
it is written with full recognition of what it 
takes to make advertising work most effec- 


tively to sell business. 


What does it take? You'll find some excellent 
ABP booklets pre- 


senting the award winning Campaigns in the 


examples in two new 


1958 competitions for advertising in “mer- 
chandising” and “industrial” publications. 
Included are analyses of campaign objectives 
and the factors that made the ads work. 
Send for the ABP Awarps BooKLets. 
Yours for the asking 


Here are additional ABP ad-aids 
available without charge: 
1. INTENSIVE ADVERTISING . 


gets back to fundamentals 


This is a booklet that 
. sets down the 
a-b-c’s of sound advertising points the way 
to greater returns from your ad-investment. If 
you haven't read it, you should. If you have, 
vou'll find it well worth re-reading. It will jog 


some of the basics back into perspective 


2. BUSINESSPAPERS AT McCANN...What is the role 
of businesspaper advertising in today’s creative 
marketing ? How useful are businesspapers to 
reach particular and essential audiences? How do 
businesspapers themselves serve the creative ad- 
vertising processes ? Here is how one of America’s 
largest advertising agencies evaluates, uses, and 
is organized to handle business publication adver- 
tising—by 3 top executives of the agency. 

For your copies, write to any ABP member 
publication or to the ABP Business Service 


Department eee 


STII 


Cent 


BUSINESS A (i> 
PUBLICATIONS C100) 


205 East 42nd Street, New York 17, N. Y. 
201 North Wells St., Chicago 6, Illinois 
1004 National Press Bldg., Washington 4, D. C. 


4. Is it interestingly, accurately 
and forcefully written? 

The right word can be worth 10,- 
000 pictures. Mark Twain might 
have had ad copy in mind when he 
said that the difference between the 
right word and almost the right word 
is the difference between lightning 
and a lightning bug. 


5. Is it written in English or “ad- 
vertising-ese”? 

Let’s outlaw such tired and weary 
phrases as “Simple to operate, rug- 
gedly built . . . designed for efficient, 
trouble-free operation and years of 
service finest, most efficient.” 
Let's insist on language that’s fresh 
and specific. That means you have 
to think before you write. 


6. Is it in good taste? 

Can anyone take offense from your 
copy? Is it grammatically correct? 
Are you using colloquial expressions 
which might be construed as “talking 
down” to the reader? 


7. Does it amplify the corporate 
image of the company? 

Is the copy in keeping with the 
established identity of the company? 
Are you helping to build a cumulative 
effect through a consistent copy pol- 
icy? 


Here are seven easy ways you can 


help build better ads: 


1. Don't hoard the wealth. When 
you request a new campaign, or a 
new ad, tell your advertising depart- 
ment and agency just what you have 
in mind. Explain what product fea- 
tures you consider of special impor- 
tance, what you expect the ad to ac- 
complish. Be sure you specify: 

a. What product you want adver- 

tised. (You may have more than 
one.) 


Who your market consists of. 


How your prospects buy. 
What your competition does. 


2. Help identify the reader. Tell 
your agency what you know about 
the prospect’s foibles, attitudes and 
beliefs — about your products and 
your company. In short, pass along 
anything you think will help produce 
more direct, more specific copy. Give 
the agency and the writer the benefit 
of your experience and market knowl- 
edge. 


3. Take your advertising staff into 
your confidence. Discuss your long 
range plans with them. Make them 
true members of. your sales team. It’s 
the only way you can get advertising 
which will do the job you want it to. 


About the author . . 


Bob Moeller was assistant advertising 
manager of the Crucible Steel Company 
of America, senior copywriter at G. M. 
Basford Co., staff member of the Ad- 
vertising Research Foundation, and is 
now copy chief at O. S. Tyson and 
Company, Inc. He holds B.S. and M.B.A. 
degrees in marketing, and is presently 
completing requirements for a Ph.D. at 
New York University. 


4. Don’t ask for a “creative idea.” 
To paraphrase an unnamed Y&R 
copywriter, don’t ask for a new and 
absolutely original campaign, like 
nothing ever seen before. But, of 
course, it must have “New, Amazing, 
Now!” in the headline, a dominant 
picture of both the product-in-use and 
a picture of the factory—plus the sizes 
and weights in the subhead. 

When the writer asks, “How are 
we going to get anything fresh and 
off-beat out of that?” don’t answer, 
“We've got faith in you boy.” Give 
your advertising people freedom 
enough to be creative. Help them by 
supplying all the information you can, 
then turn them loose. 


5. Don't keep your finger on the 
panic button. If you really want good 
ads, give the writer time. For the 
time it takes to create an advertise- 
ment isn’t limited to the time it takes 
to type it. There’s got to be thinking 
time. 


6. Don't polish. It’s good for ap- 
ples —bad for copy. Do your best 
to avoid niggling little changes. Try 
not to slice off all the sharp edges. 
It’s very easy to kill character and 
unity, warmth and expression, turn a 
piece of copy into a self-conscious 
display. If you don’t like the copy 
as it stands, ask to have it rewritten, 
for copy can seldom be invisibly 


patched. 


7. Don't ask for “short copy.” In 
the words of George Miller, “Copy 
must be exactly long enough to re- 
place ignorance and indifference with 
knowledge and emotion.” That may 
require ten words or 500., It depends 
upon the product and the sales story. 

Finally, a plea . . . Don’t ask for 
creative advertising. Demand it. Then 
respect it. When your agency pre- 
sents you with a really new and fresh 
idea, treat it tenderly. Don’t let it 
scare you if you've never seen any- 
thing like it before. Try not to beat 
it to death. Help it grow! # 
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MEN WHO READ BUSINESSPAPERS MEAM® BUSINESS >>)" 
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THEY MEASURE “READING TIME” IN DOLLARS AND CENTS 


When a man reads his businesspaper he does so 
with a “dollar and cents”’ motivation. His business- 
paper is one central, concentrated source of infcr- 
mation—and he concentrates on it accordingly. 
For news of his trade or industry. For information 
that helps him do his job better by keeping him 
abreast of every phase of his own business, at every 
level. He combs it for facts about new products, 
fresh ideas he can put to work in merchandising 
or management that can mean extra profit to his 
firm or to himself. 

So—he reads carefully, thoroughly, searchingly. 
And—because he finds the advertising rich in the 
information he needs—he reads it with the same 
concentration he devotes to the editorial pages. 
That’s why your advertising in businesspapers car- 


ries so much weight—gets so much more in the 
way of measurable results. 


MOST OF THE BETTER BUSINESS PUBLICATIONS DISPLAY THIS SYMBOL... 


Good business advertising works 
best in a good businesspaper. 


From your experience in advertising, you know that 
the businesspaper that gives you the greatest results 
is the publication with the greatest editorial strength. 
But—how do you determine which are the strongest ? 


One way is by recognition of the ABP symbol. It’s 
been a positive indication of editorial independence 
and publishing integrity for more than 50 years. 


Another simple and practical way: check the paid cir- 
culation. People don’t keep paying for businesspapers 
they don’t read. All ABP papers are bought and paid 
for. All are members of ABC. Currently, more than 3 
million subscribers spend over $15,500,000 annually to 
read them, 


Place your confidence and your advertising in an ABP 
paper. You can be sure it’s read by 
men who mean business. 
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Today, the “man with the eye patch’? is 

identified with an item of apparel. Back 

in the 1700s American colonists identi- 

fred the eye patch with a dynamic 

Methodist preacher, Captain 

Thomas Webb of the British 

army. With his green eye 

patch, red army coat and gleam- 

ing sword, Captain Webb pre- 

sented a colorful picture — one which 

will appear in full color in the Novem- 
ber issue of TOGETHER. 


To geth: Tr MAGAZINE 


LAUNCHES ITS FOURTH YEAR 
WITH A RECORD-128-PAGE ISSUE 


TOGETHER magazine is edited for families who share a common interest 
in church and community affairs. It is significant that the November issue 
spearheads the nation-wide observance of the 175th anniversary of the 


founding of The Methodist Church. 


For advertisers, TOGETHER provides an opportunity to concentrate on 
a selected audience of small-city families—exceptional prospects for pro- 


ducts for home and family use. 


For full information on coverage and reader- 
ship—as well as the November issue with its 


bonus circulation—write, wire or phone. 


READ BY OVER 900,000 FAMILIES EACH MONTH 


Together the midmonth magazine for Methodist families, 


740 Rush Street, Chicago 11, Illinois 
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is knit shirts 


tarnously with these cottun knits. For instance the Paisley Shirt, w re 
' ture probably tas it. Denmoor, 1115 Broad ork i 


JUNE 19, 1939 


Just made for boys—and vice versa. 


THIS 
CAMPAIGN 


has been running for more than five years 

in The New York Times Magazine, where Donmoor 
Knitwear concentrates over two-thirds of 

its advertising effort. The ads, prepared by 

The Zlowe Company, do not seek immediate 

sale of the garment shown. Donmoor, with annual 
volume of 5,000,000 shirts and sweaters, wants 
to convey the idea that its label stands for 
quality and leadership. 


PRODUCED 
THESE 
RESULTS 


After each ad appears, however, Donmoor gets 
four or five hundred consumer letters, says 
Joseph D. Isaacson, general sales and advertising 
manager. And in the trade, “we've built such a 
strong cumulative effect that people are under 
the impression we run in The Times every 
Sunday.” Here’s another example why today, 

as always, it pays to advertise 


IN THE 
NEW YORK 


TIMES 


first in advertising in the world’s first market 


Orders Can Bypass Sales Department 
— and Improve Customer Service 


For Johns-Manville’s Building Products Division—no more messy 


order-handling chain from sales to plant to customer to sales 


to plant. A new direct-order system improves efficiency and 


keeps everybody happy — even the bypassed sales clepartment. 


Here's one company where every- 
one doesn’t have to get into the act. 

In the Building Products Division, 
Johns-Manville Corp., New York City, 
even former doubting-Thomases in 
sales praise a new customer-to-plant 
method of order-handling in which 
the sales department plays no part. 
Through bypassing the sales offices 
and having orders go directly to the 
factories, the division has reduced 
order-handling costs and improved 
customer service. So marked are the 
benefits that the system is being ex- 
tended to a second division and plans 
are underway for further extension in 
the near future 

Under the old system, both sales- 
men and customers sent orders to 
sales offices, where they were inter- 
preted, priced and coded, then typed 


and sent to the plants for execution. 
This procedure usually took from two 
to three days. 

New and simpler forms are in use 
now. On these an order clerk writes 
the order with a ball point pen, 
whether it is telephoned or mailed in. 
Pricing and eh ws are postponed 
until after shipment. The order clerk 
sits in the same room with the sched- 
uler. If the item is in stock, the sched- 
uler arranges for immediate shipment. 
If it is not in stock, he arranges the 
production schedule to assure prompt 
delivery. 

According to C. I. Keelan, J-M’s 
office methods specialist, the present 
plan has these advantages: 


1. It saves time. 
2. The order clerk can turn to the 


scheduler and get immediate answers 
to such questions as: “Is this item in 
stock? When can we ship?” Formerly 
these routine questions required com- 
munication from sales offices to plants, 
then back to sales offices—and some- 
times back to the customer, whose 
confirmation of the order might de- 
pend upon the answer. 


3. In the building products indus- 
try, orders are often changed while 
being processed: “Can’t you deliver 
Friday instead of Thursday? Make it 
20 squares of Seal-O-Matic instead of 
10,” and so on. Under the old system, 
such instructions passed through sales 
to plant—and sometimes back to the 
customer, then back to sales and 
plant. And all such changes had to 
be entered on the master form of the 


Johns-Manville 
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COMPLETED AFTER SHIPPING, the above master billing form 
lists only materials and quantities actually sold, eliminating 
changes in instructions which often plague processing and 
formerly had to be entered on the master form immediately. 


TWO DAYS SAVED with use of order form (left) handwritten 
by order clerk, adds to new system’s efficiency at Johns- 
Manville’s Building Products Division. Formerly, orders from 
customer and salesman took two to three days’ processing. 
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... and when: he owns 200 “horses” will he still buy your gasoline? Chances are 


“yes,” if you are a WK Y-TV advertiser. Today’s—and tomorrow’s customers 
are sold on WKY-TV. In fact, 70% of Oklahoma’s gasoline sales are made in 


the WKY-TYV coverage area. 


1949-1959 


caine TELEVISION 


se OKLAHOMA CITY 
TELEVISION NBC Channel 4 
SERVICE 
biniteteaadiak The WKY Television System, Inc. 


WKY Radio, Oklahoma City 
WTVT, Tampa—St. Petersburg, Fla. 
WSFA-TV, Montgomery, Ala. 
Represented by the Katz Agency 


bags by 

natco, 

either from 

our standard 

line or custom 
manufactured, 
offer thousands 

of smart sales 
promotion slants 
for marketers 
anxious to sharpen 
their competitive 
edge. (as product- 


packages, premiums, 


special offers, 
displays or sales 
kits.) why not 

let us match our 
ideas with yours? 
direct factory prices 
justify your inquiry! 
write, wire or 
phone today. 


“suppliers to 
the airlines 
of the world.” 


tricks 


just 


smart 
sales 


promotion 


natco products corporation 


1401 post road, warwick, rhode island 


| original order: Now such changes 


are received at the plant. The billing 
master form, which is not made up 
until after shipment, shows only what 
was actually shipped. This saves time 
and cuts down on errors. 


The change in order-handling re- 
flects Johns-Manville’s company-wide 
policy of improving communications. 
A related phase is the wider use of the 
telephone. Customers are now urged 
to telephone their orders to the plants, 
letting confirmations follow by mail. 
To facilitate such increased telephone 
use, foreign exchange trunks have 
been installed in some plants ws 
customers to telephone from their of- 
fices and pay only local rates. The 
calls bypass the plant switchboards, 
are received directly by order clerks. 

After the merchandise has been 
shipped, the order clerk receives the 
original form, listing specifications, 
quantities and modifications and from 
this a master billing form is prepared. 
Copies are distributed to customers, 
sales office and to other internal de- 
partments for routine handling and 
piling. 

“To ensure the success of the pres- 
ent system, we have to have intelli- 
gent, well-trained order clerks, with 
good telephone technique,” says Kee- 
lan. “All have been specially trained 
for this work.” 


> When the new system was initiated, 
some members of the sales depart- 
ment were nervous about entrusting 
what had previously been considered 
a sales procedure to others. “But now 
that they realize how much easier the 
plan is for all concerned and the im- 
provement it has effected in service 
to customers, they like it too,” says 
Keelan. 

The sales point of view is expressed 
in these words by L. A. Fowler, New 
York district manager of dealer build- 
ing products: “The big advantage of 
the new system is that we are able 
to offer the customer faster service by 
reducing the time necessary to com- 
plete shipment of each order. The 
direct plant-telephone connection 
operating in the New York area al- 
lows a customer to place an order 
fast, get immediate answers on de- 
livery dates, and keep up-to-the-min- 
ute on inventory and scheduling.” 

“We have distributed forms to both 
salesmen and customers,” says Kee- 
lan. “Most of our customers are job- 
bers and they know which plants 
make which products. It wasn’t hard 
to train them to order directly from 
the plants. Indeed, it isn’t unusual 
for them to compliment us on the 
system. Everybody likes it—in fact, is 
enthusiastic about it.” @ 
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Young Chicago 
loves to buy... 


... the Chicago 
Sun-Times 


The young families are the big buying families, 
in Chicago as anywhere else. But nowhere else can you 
reach them more effectively. In Chicago, 


more young families read the Sun-Times than any other newspaper. 


JUNE 2:9, 1959 


How to Get at the Truth 
With Market Surveys by Mail 


how to: 


mation. 
knowledge. 
tive answers. 


search findings. 


You will find here answers to your questions on 

* Choose the manner of asking your questions. 

* Determine the number, location, characteristics of 
people whom you want to supply you with infor- 
_Identify your respondents, with and without their 
Select the words that will bring the most informa- 


Avoid deceit (if you wish) in disclosing your re- 


Define and describe your study. 


By HOWARD G. SAWYER 
Vice President 
James Thomas Chirurg Co. 


Now and then the occasion arises 
when it is desirable to get some in- 
formation from that area of anonymity 
known as “the field.” 

To help determine the direction of 
a marketing project or to investigate 
consumer attitudes or to count noses, 
a decision is made “to conduct a sur- 
vey.” There are several types of 
surveys: 

The most common is the “one-man 
survey. This occurs when a man 
with a decision to make, but not 
quite sure what the decision should 
be or not quite sure that his pre- 
conceived notion of it will be ac- 
ceptable to his associates, decides to 
“take the pulse” of the field. 

So he makes a modest investigation 
of his own (usually committing the 
error of “pushing” his own view- 
point) and acts accordingly. Usually, 
the decision is no more reliable than 
if, as an experienced man, he had 
acted on instinct and impulsive judg- 
ment 

The second most common type of 
survey seems much more scientific, 
but probably much less reliable. Put- 
ting his faith in numbers, the sales 
manager, let’s say, has his salesmen 
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ask the same questions of more peo- 
ple. In this case, findings are likely 
to be misleading because of several 
factors: 


1. Salesmen are no more expert 
at interrogating than the man who 
conducts a “one-man survey.” 

2. Salesmen, apprehensive of what 
the purpose of the survey may be, are 
careful to protect their own interests, 
making sure the answers (whatever 
the questions may be) will not dis- 
credit the salesmen or minimize the 
importance of their participation in 
producing business. (Thus, in an in- 
vestigation concerning advertising, the 
salesmen won't let the advertising get 
too good a break.) 


3. Respondents, equally suspicious 
of the purpose of the questioning, are 
wary in their answers, avoiding any 
statement that might be interpreted 
as a commitment which might be 
embarrassing at a later date. 


4. Salesmen are likely to get co- 
operation from individuals most 
friendly to them — hence, a greater 


likelihood of replies which would 
compliment or otherwise please the 
salesmen. 

5. Salesmen reach only a small 
portion of purchase-influencing men. 
Opinions expressed by men whose 
jobs bring them in contact with sales- 
men might be at variance with the 
opinions of less accessible but equally 
or more important purchase-influ- 
encers. 

So, for those and undoubtedly many 
other reasons, a survey conducted by 
salesmen has only the virtue of being 
inexpensive. 

The third type of survey is the mail 
survey. This has many advantages: 
Questions can be standardized; cov- 
erage can be greater, in numbers and 
geographically; answers, if the ques- 
tionnaire is properly designed, can 
be more easily statisticated. 

But the mail survey is subject to 
misuse, and the purpose of this article 
is to provide a set of guides and warn- 
ings concerning the operation of a 
mail survey. 

(Two other types of surveys are the 
telephone and the personal interview 
by independent professional research- 
ers. Many of the following criteria 
apply equally well to telephone and 
personal interview.) 

Survey methodology is primarily a 
matter of mathematics, only second- 
arily of technique, for most of the 
elements of technique are controlled 
by the mathematics. 

Most important in any type of sur- 
vey is the fact that the size of the 
sample is nowhere nearly so critical 
as the representativeness of the sam- 
ple, and the representativeness of the 
sample is a matter of arithmetic and 
nothing else. 

In selecting a sample, it is vital 
that any single unit in the whole have 
as much chance of “being called upon” 
as any other unit. Selecting names by 
any other means than “every nth” in- 
troduces a tremendous and seldom 
calculable margin of error. 

But even before the “every nth’ 
names are selected, the extent of the 
“whole” must be known. If names 
are selected from only part of the 
whole, then the findings are significant 
only with respect to that part of the 
whole, not the whole itself. 

For example, many companies 
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For men of 


like James A. Farley 


CARTE 
BLANCHE 


The Hilton All-Purpose Credit Card— 


Your Finest Credit Credential 


"¢ 2S PC Ttsui 


flew ¢ (oak Site Mi 


940 bos 203 3 


A. FARLEY 
see ASTORIA TOWER 
"SOTH ST. & PARK ave. 
wew YORK, N. ¥. 


Above, Mr. Farley dines at the Belvedere Restaurant in the Continental Hilton, Mexico City, which honors CARTE BL INCH] 


James A. Farley travels the world as Chairman of the 
Board of The Coca-Cola Export Corporation. Wherever 
he goes, he carries CARTE BLANCHE*, the all-purpose 
credit card reserved for men of responsibility. A man on 
the go as much as Mr. Farley needs every convenience he 
can get to make the load lighter. And CARTE BLANCHE 
does that. With CARTE BLANCHE he can charge: 


Hotel and motel accommodations around the world 
Meals in quality restaurants and supper clubs 


Gasoline and other car needs at 32,000 Mobil Dealers 
from coast to coast 


Car rentals through Hertz Rent A Car offices everywhere 
Purchases in fine retail and specialty stores 

And many other services 

Here is true convenience. You receive one monthly 
statement, pay with one check. With each CARTE 
BLANCHE bill you are provided with a duplicate of the 
sales slip which you receive at the time of purchase. 


All the 40,000 fine establishments at which CARTE 
BLANCHE is honored . . . and honors you .. . are listed 


in the CARTE BLANCHE Directory, sent to all members. 
The Directory also lists the 55 offices of the CARTE 
BLANCHE Reservation Service, where a single call gives 
you immediate confirmation of your reservation at 
Hilton and other selected hotels anywhere in the world. 


You are invited to join the one million men of responsibility 
who now carry CARTE BLANCHE. To apply, simply fill in the 
coupon. There is no charge for CARTE BLANCHE when it is 
used only for Hilton Hotels services. When you decide to 
use it outside of Hilton Hotels, then the annual fee is $6. 


* Trademark 


CARTE BLANCHE 
8544 Sunset Boulevard, Dept. S-94 


Los Angeles 46, California 


Please send me an application for CARTE BLANCHE. 


Vame 


Address 


“Since it does the 
job on his place over 
in Jackson County, 
it should do 0.K. for 
us.” 


PENETRATE 
WITH LOCAL PICTURES 


Quickest way to gain the attention of a farmer (or his 
wife) is to picture a person (or place) near home. 

Show your product in use, right in Michigan, and you 
have something in common with the reader. He’s ready 
for your sales message. He’s in a mood to believe — and 
to buy. 

We can arrange for Michigan action photos of your prod- 
uct in use — or a testimonial picture suitable for use in 
your advertising. Photo can be stripped in quickly, easily 
at no extra production cost. We print by gravure. 


writ 
Mom YouKon, "| NEW EVIDENCE of how major advertisers are using 
jou ae \\\ STRAIGHT-LINE Advertising to penetrate Michigan's 


" vemmera Cheghnaah | rich farm market is illustrated in the new 20-page 
| booklet at left. Write for your copy. 


, | ~ * 
4 Michigan Farmer 
Dt 


ks East Lansing, Michigan 


STRAIGHT-LINE Advertising also available in 
THE OHIO FARMER ® PENNSYLVANIA FARMER 


wanting to get information about their 
market — the metalworking market, 
let’s say — mail to their customer list 
or to a random sampling from the 
customer list. Therefore, what is 
learned from the survey is true of 
only that part of the metalworking 
industry which the company knows 
about and only those individuals in 
those plants whose names are known 
to the company conducting the sur- 
vey. 

It is not always easy or even pos- 
sible to obtain a list of the whole. And 
even two lists of the same whole ob- 
tained from two different sources will 
vary to some degree. For example, 
two reliable sources of names of 
metalworking plants are The Iron Age 
Census and the Steel magazine Cen- 
sus (These are not circulation lists.); 
since both publications obtain their 
names from many different sources 
(tracking down hearsay, watching 
publicity notices, checking with cham- 
bers of commerce) and since one 
census includes plants down to 20 
employes and the other down to 20 
production employes, the two “wholes” 
will not be identical, although for any 
practical purpose either census is 
probably as good as —and probably 
far better than — anything of the sort 
available in other industries. 


> Usually, some ingenuity is required 
to figure out how to obtain an ade- 
quate list. Too often, a mistake is 
made by considering that any list, 
no matter how inadequate, will be 
typical of the whole (such as the 
Literary Digest’s use of telephone 
owners to represent the voting pub- 
lic), and what comes back can be mis- 
information, as the Literary Digest 
found out. 

Sampling must be done on some 
mathematical basis. Geography and 
the alphabet are not always trust- 
worthy. Using for the first stage of 
selection every nth state or county 
might turn up areas which, for some 
reason or another, are atypical. Con- 
sideration must be given to what fac- 
tors could introduce inequities before 
deciding that selection or elimination 
of large areas is safe. 

Ordinarily, though, it is OK to 
select, on “every nth” basis, by states, 
by counties, by cities. Then, within 
cities, for the final selection of units 
to be called upon, it is well to make 
sure that no one geographical area 
or income group or class of industry 
gets a better break than another. 

An ideal situation exists in the 
State of Massachusetts where each 
town is required by law to publish 
annually a list of all residents 20 
years and older. You can assign to 


(continued on page 105) 
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survey 
of 
industrial 


buying 
power 


survey 


accepted €& 


Those three verbs typify industrial marketers’ 
reaction to the 1958 Survey of Industrial Buying 


7 

Power, when Sales Management published plant & 

employment data by leading counties for 450 four- 

| digit S.I.C. industries . . . information never before 
available. 


Until then, industrial sales and marketing execu- 
tives—in even the largest manufacturing complexes 
—were literally impoverished by lack of accurate, 
scientific measures to pinpoint industrial markets 


a : a [J (] ec] and estimate potentials. 
Now, with the upcoming 1959 Survey of Industrial 


Buying Power, Sales Management will enable execu- 
tives to reach an even more sophisticated level in 
programming precisely industrial sales, distribution 
and advertising dollars: 


—A preview of the 1958 Census of Manufacturers, with gross sales and 
employment for 450 S.I.C. industries. The new S.I.C. code 
—how and why the Bureau of Census revised the code... 
the reclassified industries . . . the 195 new industry defin- 
itions . . . new industries added. Sales Management is the 
only published source for this information. 


_ —Coupled to the revised coding, Sales Management will present national 
4-digit industry gross sales and employment tables (again 
exclusive) for 1958. 


—The leading counties in employment and plants by 4-digit industries. 


Thus, through special arrangements made with the Census Bureau and because of the 
advanced research facilities and national reputation of our subsidiary, Market Statistics, Inc., 
Sales Management achieves another industrial marketing breakthrough. The vigorous extent 
to which top-bracket industrial firms need, want and apply our exclusive July 10 data is shown 
on the facing page. 


Never content to edit from easy chairs or ivory towers, Sales Management constantly asks its subscribe 
“How helpful will this be?” “How can we improve that?” It enables us to plan, edit and publish to th 
professional standards of the country’s most authoritative marketing executives. 

In March this year, 1,100 subscribers and N.I.A.A. executives were asked to tell us frankly he 
Survey of Industrial Buying Power may have been. That issue was a landmark because it revealed fe 
estimates of employment for each of the 450 S.I.C. codes. Preliminary tabulations of the first 200 
naires returned indicate that our verbs “accepted, applied, applauded” are modest indeed. Fror 
enced marketing people predict that the upcoming issue, with the revised S.I.C. scoop, 
boxoffice smash. 


How the Industrial Survey of Buying Power Shapes advertising, media and sales p 
71 6% applied our exclusive S.1.C. data to specific marketing probiéms. 


30 % set national goals from 4-digit estimates of employment @™d gross s 


hg 4 established geographical sales potentials or quotas by [Gatling co 
. % estimates of employment by 4-digit S.I.C. industries. 


22 5 set advertising budgets according to needs and potemffals disclos 
s Go by our estimates. ) 


36 3 allocated advertising dollars among media seemingly ma impot 
. Wo in reaching their target 4-digit industries. 


4 4 2 will use our national estimates for employment and gf@ss sales o 
. % revised 4-digit codes. 


Representative companies co-operating in the above profile of Survey of Industrial Buying Power 


Robertshaw-Fulton Controls Co. The Babcock & Wilcox Co. 
Acro Div. | Refractories Div. 
Foote Bros. Gear & MachinesGorp. 
International oes Co. ; Teo Tavler & Gasman al 
Thomas A. Edison Industries Chambers, Wiswell, ShattuckMGlitford & 
Minneapolis Honeywell Regulator Co. American Potash & Chemical Corp. 
Industrial Div. General Electric Co. 


X-Ray Dept. 
Renee crenans Co. Charles Bowes Advertising 
Anaconda Wire & Cable Co. The Carborundum Co. 


McCann-Erickson, Inc. ey (and many more) 


Representative comments from the first 200 respondents 
to our questionnaire evaluating publishing plans for the 
July 10, 1959 Survey of Industrial Buying Power: 


“Previewing the Census of Manufacturers by preparing 
national estimates for both employment and gross sales 
on the new 1957-revised 4-digit codes will be 

useful as a basis for field market research or market 
testing.” 


“We can re $100,000 worth of 
billings) which we secured by usi 
to show customers what kind of a j 


“Will find your national estimates for employment and 
gross sales extremely useful.” 


W. H. Lackey, General Sales Manager, 
Lukens Steel Co. 
Coatesville, Pa. 


“Very helpful.” 


Robert E. Marlow, Vice-President, 
Kerker Peterson Hixon Hayes, Inc. 


“We expect to use your data.” 


Fred B. Lewis, Development Planning, 
North American Aviation, Inc. 


Rocketdyne Div. 


The immense marketing significance of the “news beat” we are 
scoring with the cooperation of the Department of Commerce 
and the Bureau of Census guarantees by itself to be one of the 
most spectacular successes—in terms of usership—that Sales 
Management has presented in its 41 years. Even so, other out- 
standing, exclusive editorial features—all solidly industrial—are 
to be a part of the July 10 Survey of Industrial Buying Power. 
Examples: 


—How S.1.C. is used by advertisers to set advertising budgets, 
establish potentials, markets . . . as reported by Marsteller, 
Rickard Gebhardt & Reed, Inc. 


—Industrial advertising investment patterns since 1951 by ad- 
vertisers spending $500,000 or more annually in business, 
industrial and technical magazines. 


—How to market new industrial products successfully. 


—Prefaces to each two-digit industry by chief purchasing agents 
in companies within each classification. Example: “Selling to 
$.1.C. 20.” 


—20 points to check in selecting plant locations. 


—Comprehensive guide to state industrial directories. 


PLUS other analyses & pictographs linked to S.1.C., prepared by 
our Market Statistics Inc., division under direction of Dr. Jay 
M. Gould and Economic Consultant Peter B. B. Andrews. 


Note: If you will want to order additional copies of the July 10 
Survey for your key associates (hundreds of executives 
did last year, doubling or tripling their subscription 
copies), let us know your extra-copy requirements now. 
You won’t be disappointed later when we have to hoist 
the “sold out” sign. 
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each community the number of inter- 
views which its share of the total 
population deserves, and then pick 
names from the lists which are ar- 
ranged by streets alphabetically and 
then by house number. Any one resi- 
dent has as much chance of being 
selected as any other resident. 

Most situations are not so neat. 
Effort must be made to insure that 
the selection system is as fair as pos- 
sible. One hundred returns from a 
small but exact sample can yield far 
more reliable information than 10,000 
returns from a sloppily constructed 
sample. 

But it is also important to remem- 
ber that the answers provided by a 
properly constructed sample are not 
necessarily indicative of the whole. 
Some factor may exist which not only 
encourages certain people to respond 
and others to decline, but also would 
account for a difference in the nature 
of the responses if all parties were 
heard from. 

For an absurd example: If 75% 
of the respondents declared they pre- 
ferred direct mail advertising over 
newspaper advertising, it would not 
be sensible to assume that the non- 
respondents preferred direct mail in 
the same proportion; the fact might 
be that all of the non-respondents paid 
no attention to direct mail advertis- 
ing. 

Therefore, it is well to seek — and 
keep on trying to get— 100% response. 


> This is an advantage of the per- 
sonal interview system; response is 
ordinarily much higher in percentage 
than mail surveys. On the other hand, 
personal interviews are expensive, and 
there’s always the question of proper 
geographical representation. 

Mail response can be stimulated in 
several ways: the appeal in the letter 
of transmittal; the convenience of the 
questionnaire, stamped reply envelope 
(some people hate to see a stamp— 
even somebody else’s — go to waste; 
a gift (such as a dime or quarter in- 
serted as a “token” of appreciation), 
and of course follow-ups. to non-re- 
spondents. (In some cases, non-re- 
spondents are pursued by telephone 
or personal interview.) 

Direct mail outfits and research 
authorities have theories about the 
physical characteristics of mail which 
can produce greater or fewer returns 
— such as color of the stationery, color 
of ink, personal fill-in, no signature 
required on the questionnaire, four 
one-cent stamps versus a single four- 
cent stamp, indicia, etc.—but I have 
never observed much consistency in 
the findings and would settle for com- 
mon sense plus first-class mail. 

More important is the fact that the 
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different types of people respond dif- 
ferently to mail. Experienced sur- 
veyers know, for example, that it’s 
very difficult to get answers from 
store buyers or outdoor workers, but 
a high return can be ex cted from, 
say, gun collectors or other types of 
“fans.” Middle-income people, office 
workers and residents of ai towns 
are more likely to be responsive. So 
consideration has to be given to the 
“response characteristic” of a list — 
or of any part of a list. 

The letter of transmittal is as im- 
portant as the questionnaire design. 

The first thing the letter of trans- 


mittal tells the recipient is the name 
of the party — the survey. I 
think it a safe generalization that bet- 
ter response is achieved when one 
party is ostensibly making the study 
on behalf of another party. 

In the first place, if the respondent 
knows whose interest is being served, 
he will be inclined either to be nice 
to somebody he knows or to resist 
answering for fear of subjecting him- 
self to the consequences—and the re- 
searcher never would know which. 

In the second place, there is a 
egg advantage in having the 


etterhead represent an anonymous 
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your group has ever had... 


19359 FALL DATES AVAILABLE! 


Rearrangement of bookings now enables us 
to offer three-day and full-week periods in 
October, November, and December of this year. 


Opening October 10, 1959, Boca Raton can 
handle up to 650 persons. If you are planning 
a meeting during this period, please contact us 
immediately for full information, rates, and 


available dates. 


roca Ytaton 


HOTEL and CLUB 


Boca Raton, Florida 


Stuart L. Moore, President 

I. N. Parrish, Convention Manager 
A subsidiary 

of the Arvida Corporation 


Tel. 5411 


party—especially it the name connotes 
research or education or science. The 
respondent has a feeling of obligation 
to research that, by its title, appears 
other than “commercial” and, accord- 
ingly, takes satisfaction out of the act 
of cooperating. Furthermore, he’s 
pretty sure he won't be called on by 
a salesman 

And in the third place, if it is im- 
perative that respondents be identi- 
tied, the chances are improved if the 
sponsor is unknown. (Why this is so, 
[ am not enough of a psychologist to 
explain — except I know that people 
will often reveal more about them- 


selves to a stranger than to somebody 
who might be in a position of capi- 
talizing on the information.) 

While many more returns can be 
expected if respondents are told they 
don't have to sign, it’s usually well to 
learn, if possible, who the respondents 
are, so as to be able to compare the 
“mix” of the mail-back with the “mix” 
of the mail-out. 

Research people have means of 
coding questionnaires so that respond- 
ents can be identified even when 
privileged to omit signatures, but 
that’s dirty pool. Few people will 
refuse to sign a statement if requested 


Your “Office” is right at your fingertips with New 


“Wubiide DESK-FOLIO 


LOOKS like leather 


FEELS like jeather 


OUTWEARS leather 5 to 1 


UNCONDITIONALLY Guaranteed 5 Years! 
NOW! No lost executive-time on trains or planes. This ingenious new, compact 
“Desk-Folio" opens out flat or folds back as a writing desk. Complete with 6 pockets 
4 expanding and 2 for papers, memos, pamphlets, pen-and-pencil holder. Size: 15”x10" 
in tan or brown TUFIDE. See Stebco's ingenious new “Desk-Folio” at leading office 


supply, luggage and department stores. 


Send for free 
Full Color 
1959 Catalog 


Steleco 


SINCE 1918 City 


STEIN BROS. MFG. CO., 
1401 Jackson Bivd., Chicago 7, Ill. 


Please send FREE full color '59 Catalog of complete line of 
TUFIDE Business and Executive Cases. 


Your Name__ 


Company Name. 


Company Address 


Zone___ State. 


to do so in an apparently good cause 
by an apparently responsible and un- 
biased interrogator. 

Wording of the letter should be 
friendly, should indicate the “purpose” 
of the study (the stated purpose need 
not be the real purpose and, if pos- 
sible, it should suggest an ultimate 
benefit to the respondent—in the form 
of a better product, perhaps, or a 
copy of the survey report), and should 
suggest that the recipient, rather than 
being one of a mathematically drawn 
sample, is one of a few whose opinion 
or behavior is extremely meaningful 
to the sponsor of the study. Flattering 
the recipient helps you gain his co- 
operation. 

It should not be necessary for me 
to state that the letter of transmittal 
should in no way “lead” or pre-con- 
dition the respondent to a desired 
answer. Unfortunately, it is necessary 
for me to make such a statement as 
strongly as possible, for I have seen 
many a survey in which bias in favor 
of the sponsor was introduced in this 
way. 

This is not always done deliberate- 
ly, I am sure. It is very easy for the 
person writing the letter to fall sub- 
ject to his subconscious wish in the 
matter—another reason for having the 
study designed as well as conducted 
by a professional research organiza- 
tion. 
> In questionnaire design, the simpler 
the better. It is not necessarily true, 
however, that one or two questions 
will be more likely answered than a 
long list of questions. Many people 
enjoy filling in questionnaires and it 
may be decided in any individual case 
that more information from slightly 
fewer people is better than less in- 
formation from slightly more people. 

If the respondent is to remain 
anonymous or more information about 
him than is available is needed in 
order to qualify his answers or put 
them in the proper category in the 
final tabulation, then questions should 
be asked about him, as well as of him. 

If both men and women are being 
surveyed, it could be important to 
know what difference sex makes in 
the answers. Relationship of answers 
to home ownership, household size, 
education, occupation, number of em- 
ployes, and a thousand other possible 
considerations may be significant 
Users ordinarily respond better than 
non-users. Any such factors that 
could be critical in examining and in- 
terpreting the answers should be 
hypothicated in advance and the in- 
formation asked for. 

All questions should be so con- 


| structed and worded that answering 


requires a minimum of deliberation. 
Answering is easiest when the re- 
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Of course Im sure. 
T read it 
in Newsweek 


TO CONSUMER ADVERTISERS: 
The typical Newsweek family earns over twice 
the average American family income...and in 
fluences the purchases of neighbors and friends. 


TO BUSINESS ADVERTISERS: 
Seven out of ten Newsweek readers have direct 


influence on business purchases. Ask your 
agency. 


The different newsweekly for communicative people 
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ltt what's up front 
that SELLS! 


Effective Displays do the job 
in today’s fast moving mer- 
chandising world. Put your 
product in the “up front’ 
space. Show more—sell more] 


For new ideas in displays, write 


STAINLESS METAL 
PRODUCTS, INc. 
(Wire Products Division) 


P. O. Box 8213 
Chattancoga 11, Tenn. 


WRITE FOR THIS SALES 
HELP TODAY! 


Learn all about the most 
economical national consumer 
market survey available. 
Quarterly mail interviews 
reach up to 20,000 repre- 
sentative families. 


NATIONAL FAMILY OPINION 
LNCORPORATED 


P. O. Box 315 TOLEDO 1, OHIO 


spondent is asked questions of fact, 
rather than questions of opinion. His 
vital statistics are fact, his possessions 
are fact, his past actions are fact. 
Even so, his answers may be lies — 
for he (or she) may knock a few years 
off his (or her) age or weight, may 
claim he reads Fortune or The New 
York Times when he doesn’t, may 
inflate his income or home evaluation 
or make of his car in order to impress 
a statistician whom he never will en- 
counter. 


> How to handle lying is a problem 
which sometimes can be solved by 
giving the respondent a range into 
which he can place himself (assuming 
you will think he is at the higher end 
of an income bracket, the lower end 
of an age bracket) or stating the ques- 
tions in such a way that he would 
know it could be checked up on (“Are 
vou a subscriber to Fortune?” rather 
than “Do you read Fortune?”). 

Sometimes the reader can be given 
a multiple choice and asked to check 
off, rather than “open end” questions. 
This offers the advantage of conven- 
ience in answering, but there’s always 
the risk that the multiple choice does 
not include all the possible alterna- 
tives. Also, in any multiple-choice, the 
respondent should be permitted (1) 
to make multiple choices himself (if 
that’s possible); (2) to provide some 
alternative answers of his own; (3) 
to make no choice at all (if that’s the 
way he feels about it). 

Researchers fear the “aided-recall” 
type of question because of the theory 
that the answers at the very top and 
the very bottom of the list have an 
advantage. This may be so, and some 
researchers insist on changing the 
order of choices from one batch of 
questionnaires to another — which, of 
course, adds to the expense. Since, 
however, we are unrealistic to expect 
100% accuracy from research, it prob- 
ably is not worth the extra cost to take 
this trouble. 

On the other hand, the “open end” 
form of question will favor the tradi- 
tional, the distinctive. People write 


» 


in their answers quickly with a mim- 
mum of reflection, with the result that 
things or persons or titles or charac- 
teristics which are most familiar and 
most sharply definable, will come to 
mind first. Tests of check-off versus 
write-in show that possibilities often 
overlooked when answering an open- 
end question will score very well 
whan, thaed in multiple-choice. Also, 
names such as Goodyear and Good- 
rich are easily confused; offering both 
as alternatives will cause the respond- 
ent to take more care in answering, 
thus raising the accuracy of the re- 
sponse. 

Probing reasons and opinions, rather 
than matters of fact, is hazardous, 
for it is too easy for respondents to let 
psychological factors, such as status, 
color the reply. Asking for conjecture 
is also risky; “iffy” questions are to be 
avoided. (Publications often ask a 
question which to them seems dra- 
matic and impressive: “If you could 
obtain only one magazine, which 
would it be?” That’s a ridiculous as- 
sumption, so the answer is worthless.) 

It is well, if feasible, to give re- 
spondents a chance to volunteer “com- 
ments.” While such remarks usually 
cannot be statisticated, the informa- 
tion thus obtained is often revealing 
and valuable. 


> Then there’s the matter of report- 
ing on the survey. 

Some mail investigations are for 
the purpose of self-guidance, but 
others are for the purpose of sales 
promotion and thus are undertaken to 
prove a point. I suspect that, in either 
case, when the findings don’t agree 
with the preconceived notions of the 
= paying the bill, the report is 

uried. 

Sales managers who will use the 
findings as sales ammunition (or hap- 
pen to be on the receiving end of 
research findings) should be aware of 
the deceits that can be practiced in 
the interpretation of research findings 
— not in order to employ them, but to 
guard against inadvertent use of them. 
Here are a few of the deceits: 


Coming July 10 


Sales Management's 


Survey of Industrial Buying Power 


New and exclusive in this issue will be a preview of the 1958 Census 


of Manufactures with gross sales and employment for 450 industries. 


SALES MANAGEMENT 


1. Using percentages instead of 
numbers when the numbers would be 
too small to be significant: Any report 
of survey findings should include both 
numbers and percentages. 


2. Failing to report on all the re- 
sponses. If some answers are scat- 
tered among “also rans,” they should 
be totaled as “all others” and so 
reported, along with “no answers,” 
to produce a total identical with the 
return. 


3. Using a special “scoring sys- 
tem” — five points for first place, three 
points for second place, etc. Examina- 
tion of the scoring system may reveal 
some special reason for that particular 
system. 


4. Confusing “percentages” and 
“percentage points.” Forty percent is 
100% greater than 20%, or only 20% 
greater, depending on which serves 
the sponsor's interest better. 


5. Explaining “big ty distor- 


tions of fact in “small type” footnotes. 


6. Making several surveys with 
small samples and reporting only on 
the ones which turn out favorably. 
(It’s impossible for the outsider to 
detect such a fraud, but if the findings 
seem inconsistent with data from other 


TV Needs Films 


Television personalities are 
still crying for more 342-5-minute 
films aimed at women. These 
women go on every day with 
their home shows, which almost 
every station has, and they gulp 
filler material like a Vanguard 
in flight. There is also a notorious 
lack of home craft, or how-to-do- 
it, films. These are films like Tie- 
Tie Go-Round, which 
women how to make elaborate 


shows 


gift wraps simply. This type of 
film is a great favorite of home 
shows, and any sponsor whose 
product lends itself to this type 
of demonstration is missing a 
good promotional opportunity if 
he doesn’t put it on film.—Ralph 
J. Del Coro, Director of TV De- 
partment, Modern Talking Picture 
Service, Inc., after interviewing 
about 925 women in attendance 
at the convention of American 
Women in Radio & Television. 
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sources or with common sense, sus- 
picion is justified.) 


Finally, a list of certain pieces of 
information which should always be 
included in the survey report: 


1. Name of party in whose behalf 
the study was conducted. 


2. Name of party who actually 
conducted the study. 


3. Methodology—definition of sub- 
ject, source of list and how the sam- 


ple was constructed. 


4. Facsimiles of letter of trans- 
mittal and questionnaire. 


5. Number of returns and the per- 
centage of this number to the mail- 
out. 


6. The date when the survey was 
conducted. (Old surveys, favorable to 
the sponsor, have a way of continuing 
in use long after the conditions which 
existed at the time have changed to 
the disadvantage of the sponsor.) 
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A true profile of the 
men in industry ready to buy! 
Contains 1959 Data File of latest 
information on N.E.D. market 
coverage, readership and 
advertising results 


Write for your 
free copy today! 


Report of recently 
completed personal interviews 
with a typical cross-section of 
industry's most important buying 
influences. Tells how key men 
depend on all types of industrial 
publications to help them do their 
jobs; the types they read, why they 
read them, how they use them 


A [PENTON] Publication, Ponton Bldg., Cleveland 13, Ohie 
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NOW OVER 81,000 COPIES (Total Distribution) IN OVER 43,000 INDUSTRIAL PLANTS 


The four winners of the Sales Management-Raymond Bill 
award cups are flanked by Philip Salisbury (left), publisher 
and editor of Sales Management magazine and George J. 
Halaska, vice president of Acme Chemical Co. and chair- 


man of the NSE awards committee. Winners, whose com- 
panies and clubs are given in the article below are, left to 
right, James F. Whitehead, Jr., Tom Daisley, Art H. Grange, 
Halliday Clark. Winning clubs excelled in four areas. 


Winners of the Sales Management-Raymond Bill Awards 


rhe recipients of the silver award 
cups above) are officials of National 
Sales Executives clubs in four U.S. 
cities whose sales executive members 
have “shown evidence of contributing 
the most to the advancement of sales- 
men and sales management as a sci- 
ence through over-all club activity.” 

National Sales Executives, Inc., is 
the sponsor of the awards. Sales Man- 
agement magazine is the donor—in its 
own name and as a memorial to the 
late Ravmond Bill, originator of the 
awards, as well as a founder and first 
president of what is now National 
Sales Executives, Inc 

[he awards were presented by 
Philip Salisburv, Sales Management's 
publisher and editor, at the 24th In- 
ternational Distribution Congress in 
Hotel Roosevelt, New Orleans, May 
0 

The clubs which won the award 
were picked by a committee estab- 
lished by National Sales Executives, 
Inc. and headed this vear by the 
chairman of the Club Awards Com- 
mittee, George J. Halaska, vice presi- 
dent, Milwau- 
ke c¢ 


Awards in each classification were 


Acme Chemical Co., 


based on the four areas of influence 
defined by the National Sales Execu- 
tives’ Long Range Planning Commit- 
tee 

ro insure fairness in competition, 
from among 
clubs with four different membership 
sizes. But each winner had to qualify 
sponsorship 


winners were chosen 


by development and 


110 


of material in each of the following 
areas: 

1. Projects to further improve the 
standards of sales and marketing 
management. 

2. Projects to further the standards 
of professional salesmanship. 


3. Projects with educators and_stu- 
dents to further a better understand- 
ing of the economic importance of 
marketing and its career opportuni- 
ties. 

1. Projects to further an under- 
standing by the general public as to 
the vital need for effective marketing 
practices. 

The winners: 

Clubs with 300 or more members: 
Sales Executives Association of St 
Louis. Cup was presented to the club 
president, James F. Whitehead, Jr., 
executive vice president, Day-brite 
Lighting, Inc., St. Louis. 

The St. Louis club presented a 
1958-59 program which included ma- 
terial on “essentials of salesmanship;” 
“selling procedures;” and “closing the 
sale.” 

Clubs with 151 to 300 members: 
Columbia (S.C.) Sales Executives 
Club. Recipient, Tom Daisley, owner, 
Tom Daisley Advertising Agency; 
president of the Columbia club and 
district director of Region 11 of Na- 
tional Sales Executives. 

In February, the Columbia club 
staged a special survey to determine 
the true picture of salesmanship in 


Columbia. The survey was made by 
the Distributive Education students 
in Columbia and by wives of mem- 
bers of the Columbia Sales Execu- 
tives Club. 

A total of 83 shoppers were as- 
signed 37 stores, and each given up 
to $25 to spend. They then reported 
to the club and community on treat- 
ment to them as prospects and cus- 
tomers 

Clubs with 76 to 150 members: 
Sales Executives Club of Westchester. 
in White Plains, N.Y. Cup presented 
to the past president, Halliday Clark. 
director, specialty sales, Yale & Towne 
Mfg. Co., White Plains. 

The Westchester club staged an 
Employment-Guidance Clinic, provid- 
ing a free community service for 
adult job seekers. Weekly meetings 
with placement officials, and job 
seekers needing help on their resumes. 
were held at Iona College. 

Clubs with 75 or fewer members: 
Sales Executives Club of Eastern 
Iowa, Waterloo, Iowa. Cup accepted 
by the president-elect, Art H. Grange, 
who is in the heating and air-condi- 
tioning business. 

The club staged a Million-Dollar- 
Sale Clinic, of which Art Grange was 
co-chairman. 

The 1959 convention was attended 
by 700 members who registered for 
the four-day convention, plus 125 
people who registered for one or 
more sessions. In addition 365 wom- 
en attended as guests. National Sales 
Executives has 213 clubs throughout 
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How to reach ‘em 
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ready to pencvm 


“Bot Her aes 2 a a ik " ") First you have to take your sales story 


: to the right people—the families with 

i money to spend and the willingness to 
|| vei spend it. Next you have to reach them 

when they’re in the mood to be sold. 


Every one of the six Better Homes and 
Gardens Idea Annuals is cram-full of 
the kind of specific ideas that get people 
excited— get ’em ready to spend! 


1959 ISSUE CLOSES: AUGUST 14 
ON SALE: OCTOBER 20 
RATE BASE: 350,000 


Ideas about how to decorate the house, the 
tree, the table—ideas about everything that 
fills a home lover’s Christmas with happy 
activity. On every page, an air of bustling 
enthusiasm that helps to sell your products! 
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“Sometimes I think 
they gave me 
a poor territory’, 


In the new construction market, 
it’s where your salesmen call 
that counts! 


A salesman may cover his territory like a tent. But his call reports 
won’t make exciting reading unless he’s knocking on just the right doors 
at just the right time. If you’re selling to the new construction market, 
you can supply your people with this profit-building gift of timing — 
through Dodge Reports. 

Dodge Reports — mailed direct to your salesmen daily — tell them 
who’s going to build what and where .. . as project’s progress, Dodge 
provides follow-up reports giving the vital facts about whom to see... 
when bids (or rebids) are wanted...even who else is bidding, and 
finally who gets the contract. Dodge Reports are available for all or any 
part of the 37 eastern states. 

Let us show you how Dodge can lead your salesmen to active pros- 
pects... put an end to costly cold-canvassing and rumor chasing. 


WRITE FOR FREE BOOK 


the world, and 28,000 members. 

The following officers were chosen, | 
to take office July 1 for the following 
year: 

President: J. A. McIlnay, vice presi- 
dent, marketing, The Electric Storage 
Battery Co., Philadelphia (See 
“They're in the News,” page 36). He 
succeeds Al N. Seares, retired vice 
president, Remington Rand, Division 
of Sperry Rand Corp., New York, 
N.Y. 

Vice Presidents: Fred Emerson (re- | 
elected), vice president and general 
manager, Spartan Saw Works, Spring- 
field, Mass.; 

Robert Johnson, senior vice presi- ' 
dent in charge of sales, advertising 
and public relations, United Air Lines, 
Inc., Chicago; 

Guy Rogers, Jr., assistant to the 
president, Family Security Insurance 
Co. of America, Fort Worth, Tex. 

Secretary-Treasurer; Ray T. Crowell 
(re-elected), president, Rowe Prod- 
ucts, Inc., Niagara Falls, N.Y. 

Vice President, International: 


F. W. Dodge Corporation, Construction News Division 
119 West 40th Street, New York 18,N. Y., Dept. SM69 
Send me the book ‘Dodge Reports — How to Use 
Them Effectively” and let me see some typical 
Dodge Reports for my area. | am interested in 
the general markets checked below. 
House Construction [_] General Building 
Engineering Projects (Heavy Construction) ; 
Area = 
Nome Dodge Reports 
Company —_ i r Timed Sel ng 
Address ue to the Constr t 


City 


—— 
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Charles Campbell, vice president, 
world trade, International Business 
Machines Corp., New York, N.Y. 

The 25th International Distribution 
Congress will be held in Buffalo, 
May 15-18, 1960. @ 


enjoy being 
pampered ? 


++. you'll enjoy stopping at Chicago's 


Execbve tfouse’ 
Tomorrow's Hotel Today 


CHICAGO'S Executive House, a 
new ultra-modern 40-story sky- 
scraper with drive-in garage, 
ideally located on the edge of 
the famous Loop, introduces 
many innovations — including 
private sun terraces — the last = 
word in luxury hotel living. -, 


wleuleot 

Hause’ 
Dept. S, 71 E. Wacker Dr., Chicago 1, Ill. 
A. M. Quarles, General Manager 


Write for colorful brochure 
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i grow with OKLAHOMA! 


“~j 


Homebuilding reaches new peak 
in growing Oklahoma City! 


More than 4,000 new homes were 
started in Metropolitan Oklahoma City 
in 1958, an increase of 85° over the 
record for 1957. 

The boom in residential construction 
is a continuation of a growing trend 
that has added 37,809 new homes since 
1950, helping earn Oklahoma City the 
reputation for being one of the fastest 
growing cities in the nation. 

This amazing record of new home 


Circulation 


35% or greater 
family coverage 


15% to 35% 
family coverage 


1959 


construction was made while official 
records reported more than 80% of the 
City’s occupied homes now are owned 
by their occupants. 

New homes mean growing popula- 
tions, growing sales opportunities. Plan 
for your own sales growth with a strong 
advertising schedule in the newspapers 
with the greatest coverage of this grow- 
ing market, The Daily Oklahoman and 
Oklahoma City Times. 


Oklahoma City Standard 
Metropolitan Area 
Definition Amended 


OKLAHOMA 


We OKLA. City 


CLEVELAND 


Population growth in Central 
Oklahoma caused addition of 
Cleveland County to Oklahoma 
City Metropolitan Area in 1958. 
New designation boosts Oklia- 
homa City ranking among 
national markets to 


32nd in Drug Sales 
43rd in Retail Sales 


44th in Automotive 
Sales 


46th in Population 


THE DAILY OKLAHOMAN 


OKLAHOMA CITY TIMES 


COVERS 


CUSTOM DESIGNED & 
MANUFACTURED « 


ar 


CATALOGS 

SALES MANUALS 
SAMPLE BOOKS 
RING BINDERS 
SERVICE MANUALS 
WALLPAPER BOOKS 
PRESENTATIONS 


THE S. K. SMITH CO. 


2857 N. WESTERN AVE., CHICAGO 18 


NEW YORK 17 CLEVELAND |} 
LOS ANGELES 4% 


BAEC we 

/- NATIONAL ™ 
CAN HELP 
YOU TOO 


[ PeRsOniver ”) 
CONSULTANTS/. 


~ ues” 


AMERICA'S GREATEST 
DISTRIBUTORS 
HAVE 
DECREASED 
SALES PERSONNEL 
VOLUME TURNOVER 
THROUGH CONSTANT USE 
OF 
NATIONAL 
PERSONNEL CONSULTANTS 
THE 
NATION'S LARGEST PRIVATE 
EMPLOYMENT SERVICE 


CONFIDENTIAL—COMPETENT 
TESTED—FAST—NATIONAL 
RECRUITMENT SERVICE 


MAINTAIN YOUR SALES 
PERSONNEL 
THE MODERN WAY 
IT TAKES SALESMANSHIP 
TO QUALIFY AS AN N.P.C. 
SALES APPLICANT 


INCREASED 


CALL YOUR LOCAL N.P.C. MEMBER 
LEVEQUE TOWER—COLUMSBUS, OHIO 


ASK FOR A COPY OF 
THE EMPLOYMENT COUNSELOR 


GIVEN: 


“A salesman needs the courage to stand on his own two feet.” 


Waste King Chief Describes 
His ‘Ideal Salesman’ 


Analyze a top appliance salesman, 
and what do you have? 


Bertram Given, 41-year-old Waste 


King Corporation president and gar- 
bage grinder co-inventor, has been 
known to leave a position open rather 
than fill it with a man whose “capabil- 
ity in the organization isn’t greater 
than he’s called upon to exhibit.” 

He lists nine character basics that 
make a Waste King man tick. “In- 
telligence and integrity are primary 
considerations. As a third attribute: 
aggressive ambition. Next I rate un- 
derstanding and empathy that resuits 
in action. Fifth, alertness to activities 
affecting the sales programs. Sixth, 
quick but careful and decisive plan- 
ning. Seventh, a knack for thorough 
following-through. Eighth, self-confi- 


dence that enables a man to work as 
part of a team without being lost as 
an individual. Ninth, courage of one’s 
convictions. Many a salesman has all 
the other eight factors without having 
the courage to stand on his two feet. 

“Those are the qualities that have 
guided us in selection of sales repre- 
sentatives.” ' 

Somewhere along the line, mavbe 
when he was studying architecture at 
the University of California, Given 
lost his Texas accent, although he lived 
his first ten years in E] Paso where his 
father was a shoe merchant. He re- 
mains, however, a Western style busi- 
nessman—even to private patios cut- 
side his glassed wall board room and 
executive offices. His hobbies: photog- 
raphy, skiing and sailing. # 
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POPULATION 
1,459,100 


ONE-THIRD THE 
TOTAL AREA OF 
NEW YORK STATE 


CS 
CS 


15 Counties - 


I3IIG in Wife-Power 


» 423,900 Households 


IG in Spending-Power 


» $2,584,890,000 
Total Buying Income 


BUG tn Buying-Power 
» Retail Sales $1,715,762,000 
+ Food Sales $ 421,980,000 
» Clothes $ 103,830,000 


+ Automotive $ 418,268,000 
(and allied products) 


§ Drug Stores 


$ 46,514,000 


* Restaurant 


and Tavern $ 131,333,000 


When you think of the Syracuse Market - think of ALL of it! 


laiest Test 


J 


ket Survey 


‘e 


. . . and there’s one efficient way to sell ALL this BIG market. The 
SYRACUSE NEWSPAPERS deliver 100% saturation coverage of metropoli- 
tan Syracuse plus effective coverage—up to 76%—in the 14 surround- 
ing counties. No other combination of media will do a comparable job 
at a comparable cost. 


SYRACUSE NEWSPAPERS — 


Tae es 
Fv ; 


HERALD-JOURNAL & HERALD-AMERICAN THE POST-STANDARD 


Represented Nationally by 
MOLONEY, REGAN -& SCHMITT ) 


CIRCULATION: Combined Daily 241,159 


Sa UG, ASSP 


Evening Sunday Morning & Sunday 


Sunday Herald-American 205,658 Sunday Post-Standard 109,060 


The Creative Factor in Pricing 


By CHARLES G. MORTIMER 
President 
General Foods Corp. 


We had to deliberately abandon 
the idea of getting the highest possible 
price for our prodvcts and set out to 
sell at the lowest price which would 
still return a reasonable profit. 

We were surprised by the volume 
of sales that resulted. And this in- 
creased volume of sales, in turn, made 
further price reductions possible, and 


created an ever-increasing market. 

Expressed in a phrase, this is the 
philosophy of small profits on millions 
of units, broadly distributed, versus 
larger profits on a smaller number of 
units narrowly distributed. I would 
like to add at this point that this 
philosophy applies to the sale of serv- 
ices as well as products, and I need 
not remind you of the important place 
services have come to occupy in our 
high standard of living. 

Considering creative pricing as a 


ARE YOU RESPONSIBLE 


FOR SALES THROUGH GROCERY OUTLETS 
IN THE GREATER CHICAGO MARKET? 


Box-car sales figures of national corporate chains tend 
to obscure the significance of the independent grocer 
in individual markets. In Chicago, the independent is 
no longer a small “mom and pop” operator. He has, 
for the most part, large, efficient, attractive and con- 


veniently located supermarkets. Through coo 
and voluntary groups, he buys big and he sells 


rative 
ig. He 


is a vital link in the channel of distribution for manu- 
facturers of all types of brand name merchandise . . . 
not only in the grocery product field but also in drug 
and cosmetic lines.and other fields as well. 


Within the past several months, three of the largest 
and most important voluntary group organizations have 
signed exclusive advertising contracts with The Chicago 
American. These actions have a special significance far 
beyond impressive linage increases. 


Cardinal-Royal Blue, Grocerland, and Midwest Food 
Stores combine the efforts of more than 1,300 indepen- 
dent grocers in the greater Chicago area. They are vital 
to manufacturers in the distribution of their products; 
they are equally important to consumers in providing 
excellent products, values and services convenient to 


their homes. 


Te you, in considering the selection of a medium for 
your promotional effort, they indicate and typify the 
increasing acceptance and appreciation The Chicago 
American enjoys throughout the entire community. 


This acceptance is based on The Chicago American’s 
ability to stimulate volume movement of merchandise 
. » « quickly and economically. The Chicago American 
can and will produce for you. Why not get the com- 
plete details from our national representatives, Hearst 


Advertising Service? 


THE CHICAGO AMERICAN 


CHICAGO OWNED ® CHIC AGO EDITED ® CHICAGO DEDICATED 


broad management policy, recently I 
had occasion to go back into the his- 
tory of my own company to study its 
pattern of growth since its founding 
in 1925. I was interested to discover 
that its real growth started about 
1930. 

Until then products, which had 
been acquired by a series of mergers, 
had been of a specialty nature, and 
were marketed to produce a rela- 
tively high profit margin. But it be- 
came evident that high prices were 
not only retarding the market growth 
of some of these products, but were 


| also encouraging competitors, who 
| saw an opportunity to cash in on the 


attractive profits to be made. 

I am not sure my predecessors in 
General Foods management thought 
of it as creative pricing when they 
gradually ete our policy and, 
product by product, reduced prices 
to a more realistic ratio to production 


| costs. 


> In the year 1931, on net sales of 


_ $95 million, the gross margin as a 
| percentage of net sales was 62 per- 


cent. Ten years later, in 1941, on net 
sales of $180 million, the gross mar- 


| gin as a percentage of net sales, was 
| 35 percent. In 1958, on net sales of 


slightly over a billion dollars, the 


| gross margin as a percentage of net 


sales was reduced to 28.2 percent. 
But the growth of sales, from $95 
million in 1931, to over a billion dol- 


| lars in 1958, was the result in large 


part of this changed pricing policy. 


| And profits, before taxes, for the three 
| years grew from $20 million in 1931, 


to $28 million in 1941, and $105 
million in 1958. 

Certainly the soundness of the 
business today, and the  share-of- 


| market the major General Foods 


products enjoy, confirms the wisdom 
of the company’s management in 
pricing more for the mass market. 
The fact that the number of our em- 
ployes increased more than fivefold 
illustrates the potency of this policy 
in creating jobs which help support 
the consumption of all goods and 
services. 

Whether done to forestall compe- 
tition, or to increase sales volume—or . 
both—the net result of this change in 
policy was an example of creative 
marketing. 


From an address made by Mr. Mortimer 
in accepting the Charles Coolidge Parlin 
Memorial Award for outstanding con- 
tribution to the advancement of market- 
ing. 
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Our Regional Research Facilities 
Can Give You: 


. Information on statistical source ma- 
terial, public and private. 


. Back data and forecasts on economic 
trends for specific markets. 


. Help in setting sales quotas. 


4. Help in ironing out weak spots in 
distribution. 


. Information on the location of good 


markets (and bad). 


. Information on the characteristics of 


10. 


any market for both consumer and in- 
dustrial products, new and old. 


. Current estimates and forecasts of 


the volume of business in your in- 
dustry. 


. Forecasts of company sales. 


. Information on where to locate new 


retail outlets. 


Information on where to locate new 
manufacturing facilities. 


As specialists in all regional aspects of market research, of which the 
data published in the Sales Management Survey of Buying Power 
represent a single though important by-product, Market Statistics, Inc. 
is in a position to supply quick answers to a variety of questions bearing 
on the basic problems of distribution. If you want to know where to 
locate a new outlet, or where to pick a new distributor, or whether to 
hire or fire salesmen for Area A as opposed to Area B, we may already 
have the answers, or will be able to help you get them. 


In addition, we have successfully integrated the use of SURVEY OF BUYING 
POWER data with field surveys to 


. Determine your total potential mar- 
ket and how to reach it. 


. Establish share of each manufac- 
turer's sale in total market. 


. Determine the characteristics arid lo- 
cation of your market. 


. Determine’ consumer brand knowl- 
edge, brand loyalty and brand 
switching. 


. Establish consumer and market atti- 
tudes toward your and competitors’ 
products. 


6. 


Improve product design and pack- 
aging. 


. Determine comparative prices, profit 


margins and turn-ovet studies. 


. Analyze causes for business decline. 


. Conduct sales and dealer studies to 


improve external and internal sales 
set-up. 


. Conduct new product studies. 


Il. 


12. 


Conduct motivational research stud- 
ies to determine consumer attitudes. 


Conduct probability sampling to de- 
termine consumer attitudes. 


In short, the complete range of market research problems can now be tapped with the facilities of 


MARKET STATISTICS INC. 


Research Consultants to Sales Management 


630 Third Avenue, New York 17, N. Y. YUkon 6-8557 


it’s FUN to work in 


IDAHO 


. . . because your work is near your 
play. This means energetic workers, a 
more stable labor force. Bonus bene- 
fits to expanding industry are favor- 
able tax rates, untapped natural re- 
sources and abundant industrial en- 
ergy. Best of all, Idaho wants to share 
it all with you. 


Idaho Welcomes Industry 


For full information write co the Idaho 
Department of Commerce and Development, 
Room 598, Capirol Building, Boise, Idaho. 


SALES TRAINING MANAGER 


One of world’s largest farm and indus- 
trial equipment manufacturers re- 
quires a Sales Training Manager. Pri- 
mary responsibility will be to develop 
and execute sales and business man- 
agement training programs through 
company wholesale branch and retail 
dealer levels. Industry experience heip- 
ful, however Sales Training ability 
and 5 years minimum experience in 
other industries will be given careful 
consideration. 

All applications will be held in confi- 
dence. Send complete resume to Box 
#4047, Sales Management. 


salesmen to be trained? 


Teach them the right 
way with uniform, 
strong and _ controlled 
training with motion 
pictures. . . . Warning: 
Pick an experienced 


producer. 


Atlas Fila Coporation 


OAK PARK, ILL. 
CHICAGO PHONE: AUSTIN 7-—8620 
WASHINGTON * CHICAGO * HOLLYWOOD 


REPRESENTATIVES WANTED 
HIGH COMMISSION 
No door-to-door canvassing. Train- 
ing by mail. Write to Fortuna Of- 
fices, P.O.B. 49, Vienna ‘%, Austria. 
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EXECUTIVE SHIFTS 


IN THE SALES WORLD 
mE 


American Home Products Co... . 

Ben M. Seiger appointed director 
of marketing services, Boyle-Midway 
Division. 


American Hospital Supply Corp... . 
A. Thomas Mulle named sales man- 
ager, Parenteral Products Division. 


Barclay Manufacturing Co., Inc. ... 

Walter Cowan made general man- 
ager for all Barclay, Barcwood and 
Barclite products. 


Bon Ami Co.... 
Robert O. Dahling named vice pres- 
ident, sales. 


Bigelow-Sanford Carpet Co., Inc.... 
Patrick A. DeBiase elected vice 
president, marketing. 


Borden Foods Co... . 

George B. Moran made marketing 
manager for cheese and other perisha- 
ble products. 


Borg-Warner Corp.... 

D. W. Lysett appointed sales vice 
president, Long Manufacturing Divi- 
sion. James W. Torrant named indus- 
trial sales manager, Morse Chain Co., 
a Borg-Warner Industry. 


Bucyrus-Erie Co... . 
Frederick B. Shew made sales man- 
ager, commercial cranes and exca- 


vators. 


Canton Stoker Corp. ... 
J. Kenneth Sloan appointed sales 
manager, Wagener Pump Division. 


Colgate-Palmolive Co.... 

John Bricker named director of 
marketing planning, corporate mar- 
keting department. 


Crucible Steel Co. of America... 

Joseph F. O’Hara made eastern re- 
gional sales manager. William E. Pen- 
nington named to direct promotion 
and sale of cutlery steels. 


The Dow Chemical Co.... 

Earl F. Schimkola promoted to 
sales manager, custom polyethylene 
bags, The Dobeckmun Co. Division. 
Nason E. Allen made sales manager, 
stock products of this division. 


Gulf Oil Corp... . 
C. J. Guzzo elected senior vice 
president. 


Hughes Aircraft Co... . 

Henry M. Wales made marketing 
manager for Industrial Systems Divi- 
sion of Hughes Products Group. 


Michigan Magnetics, Inc. . . . 
Paul H. Schulte appointed general . 
sales manager. 


McCall's... 

Tom Bresnahan promoted to associ- 
ate advertising director. Allen A. Ray- 
mond, Jr., made advertising manager. 


National Pneumatic Co.... 

Frank M. Delaney named _ vice 
president, transit and international 
sales. 


New York Journal-American ... 
Frederick N. Lowe made director 
of promotion and public relations. 


Pepsi-Cola Co... . 

Peter K. Warren promoted to vice 
president, marketing, Pepsi-Cola In- 
ternational, Ltd., a subsidiary. 


H. K. Porter Co., Inc... . 
William Hallam appointed sales 
manager, National Electric Division. 


Scranton Cellomatic Battery Corp... . 
George E. Knipe made, manager of 
industrial sales. 


SKF Industries, Inc... . 
Harold W. Speidel named manager 
of sales product planning. 
Standard Packaging Corp... . 
Richard W. Koch elected director. 


Sylvania Electric Products Inc. . . . 

Robert L. Shaw appointed presi- 
dent, Sylvania Home Electronics 
Corp., a subsidiary. 


Thiokel Chemical Corp. . . . 
John T. Dunn made sales manager, 
Chemical Division. 


Tyler Refrigeration Corp. . . . 

H. E. Wickham named president 
and director of sales, Wilson Refriger- 
ation, Inc., a subsidiary. 


Zenith Radio Corp. . . . 
Leonard C. Truesdell elected ex- 
ecutive vice president, marketing. 
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= | Checking Bureau, inc. 

arris & Wilson, Inc. 
Manufacturing Company, Inc 

y: The Wexton Company 


Home 74- 
cy: Batten, Barton, Durstine & Osborn, 


m Machinist 
cy: Klau-Van Pietersom-Dunlap, Inc. 


an Motors 
cy: Geyer, Morey, Madden & Ballard, 


an Te e &Telegraph Company, 
(Cle d) 
cy: Cunningham & Walsh, Inc. 
jated Business Publications 
cy: Media Promotion Organization, 
Film Corp, 
Van Lines, Inc. 
cy: Garfield-Linn & Company 
Homes & Gardens 
aecy: J. Walter Thompson Company 
"Raton Properties, inc. 
A ancy: Grant Advertising, Inc. 
y Spirits Company 
ae Burton Browne Advertising 
Michigan Newspapers 
cy: The Fred M. Randall Company 
Supply New 
cy: Wentrel, Wainwright, Poister & 
bore, Inc. 
Fi ant & Pound (Specialities 


a! Airline 

ncy: Ranpen & Eckhardt Inc. 
r-Harmar-Slocum (Michigan Farmer) 100 
ncy: Bert S. Gittins Advertising, Inc. 

go American 

cy: Grant, _ & Baker, Inc. 


Sun-Time 
lency: The ot all Company 
ego Tribune . 
ency: Foote, Cone & Belding 
on Company 
ency: Gray & Rogers 
mbus Dispatch 
ency: Wheeler, Kight & Gainey, Inc. 
ftainer Corp. of America 
bency: N. W. Ayer & Son Inc. 
wn Rubber Company 
ency: Leech Advertising Company 


J. De Donato, Inc. 

Chicago Trucking Company 
ency: Galen E. Broyles Company, Inc. 
ckum Compan 
Agency: Anderson & Cairns, Inc. 

e (Dodge Reports) 

. M. Basford Company 

yw Chemical Company 

Agency: MacManus, John & Adams, Inc. 


icutive House 
gency: Olian & Bronner, Inc. 


pensboro News-Record 
gency: Henry J. Kaufman & Associates 
Gulf Publishing Company 

Agency: Darvin H. Clark Company 


Hearst Magazines 
Agency: Lynn Baker, Inc. 
Heating Piping & Air Conditioning 
Agency: McLain & Associates Advertising 
Hilton Credit Corp. 
Agency: N. W. Ayer & Son, Inc. 
Schuyler Hopper Company 
Hospitals, Journal of American epanet 
Association ee 
Agency: Bernard J. Hahn Advertising 
Houston Post 
Agency: Aylin Advertising Agency 
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Agency: Given-Davies A sepia 

Indianapolis Stor & N 
Agency: Caldwell, Larkin *s Sidener-Van 

iper, Inc. 


Counter Mats 
Take Giant Sales Steps 
WRITE RUBBER CO., Fremont, Ohie 


SURE TS, 19S9 


ADVERTISERS’ INDEX 


This Index is provided as an additional service. 
The publisher does not assume any liability for 
errors or omissions. 
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ADVERTISING SALES 
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VICE PRESIDENT, SALES 
Randy Brown 


SALES PROMOTION MANAGER 
Philip L. Patterson 


PB OES 


Asst. to Vice President, Sales 
Cecelia Santoro 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 
Virginia New 


a; «=a 


DIVISION SALES 
MANAGERS 


New York—W. E. Dunsby, Wm 
McClenaghan, Elliot Hague, 
Robert B. Hicks, Dan Callanan, 
F. C. Kendall, Ormond Black, 
630 Third Ave., New York 17, 
N. Y¥., YUkon 6-4800. 


Chicago—C. E. Lovejoy, Jr., 
Western General Manager; 
W. J. Carmichael, Western Ad- 
vertising Director; John W. 
Pearce, Western Sales Manager; 
Thomas S. Turner, Thomas Mc- 
Donough, 333 N. Michigan 
Ave., Chicago 1, Ill., STate 
2-1266; Office Mgr., Vera Lind- 
berg. 


Pacific Coast—Warwick S. Car- 
penter, 15 East de la Guerra, 
Santa Barbara, Calif., WOod- 
land 2-3612; (space other than 
publication or broadcasting ac- 
counts), M. A. Kimball Co., 2550 
Beverly Boulevard, Los Angeles 
57, Cal., DUnkirk 8-6178; or 
681 Market St., San Francisco 5, 
Cal., Exbrook 2-3365. 


Kansas City Star 


Ladies’ Home Journa 
Agency: Doherty, Gifford: Steers & 
Trent Inc. 


Agency: Young & Rubicam, Inc. 


Los Angeles Times 
ga Batten, Barton, Durstine & Osborn, 


McCall's 
Agency: Donahue & Coe, inc. 
McGraw-Hill Publishing Company 
Agency: Fuller & Smith & Ross 
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Agency: Baker/Johnson & Dickinson 
Milwaukee Journal .. 
Agency: Kiau- a Pietersom- Duniap, inc. 
Moline Di 
Agency: Clem + Hanson Company 
Natco Products Corp. 
Agency: Creamer-Trowbridge Company 
National Family Opinion inc. 
Agency: Beeson-Reichert, Inc. 
National Personne| Consultants 
New Equipment Digest 
Agency: Beaumont, Heller & Sperling, Inc 
Newsweek 
Agency: Bryan Houston Inc. 
New York News 
Agency: L. E 
New York Times 
Agenyc: Altman-Stoller Advertising 
New Yorker 
Agency: Anderson & Cairns, Inc. 


Oklahoman & Times 

Agency: Lowe Runkle Company 
Oravisual Company, Inc. 
Owens-Illinois (Libbey Glass) 

Agency: J. Walter Thompson Company 


de 

Agency: Reach, McClinton & Company Inc 
Philadelphia Bulletin 

Agency: N. W. Ayer & Son, Inc 
Philadelphia Inquirer 

Agency: Al Paul Lefton Company, Inc 
Providence Journal-Bulletin 

Agency: Noyes & Company Inc. 


Rock Island Argus 

Agency: Clem T. Hanson Company 
Rotarian 

Agency: Fuller & Smith & Ross 


Sales Management 
Sales Meetings 


Saturday Evening Post 
i Batten, Barton, Durstine & Osborn, 


Sheraton Corp, of America 
i Batten, Barton, Durstine & Osborn, 


S. K. Smith Company 
Agency: Fred Sider Advertising 
Stainless Metal Products, Inc. 
Agency: Harris & Weinstein, Inc. 


Stein Bros. _ Company 

Agency: Grossfeld & Staff 
Successful Farmi 

Agency: L. E. McGivena & Company, Inc 
Sweet's Catalog Service 

Agency: Muller, oo & Herrick 


Syracuse New 
Agency: Doug Jo oa Associates, Inc 


de 

Agency: Gray & Rogers 
Thomas R 

Agency: W. N. Hudson Advertising 
Thompson Ramo Woolridge, Inc. 

Agency: The McCarty Company 
Together 

Agency: Harry Sturges & Associates 
Troy Record Newspapers 


WHO (Des Moines) 
anew Doe Anderson Advertising Agency 


WKY-TV (Oklahoma City) 
Agency: Lowe Runkle Company 
WNDU-TV (South Bend) .. 
Agency: Lincoln J. Carter A 
Agency 
Western Union Telegraph Company 
Agency: Benton & Bowles, Inc. 
Wheaton Van Lines, Inc. 
Agency: Poorman, Butler & Associates, 
Worcester Telegram & Gazette 
Agency: C. Jerry Spaulding, Inc 


Advertising 
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MUGHES PRINTING CO. 
RAST STROUDSBURG, PA 


TODAY'S ADVERTISING 


Policies ° 
—=<«<««—“<i<‘<“<“<“<;2 273 ww TF 


by Lawrence M. (Mike) Hughes 


Trends ° People 


Elimination 


The New York Times’ radio station, WQXR, recently 
ran a big ad in N.Y. newspapers (including the Times) 
to announce that it was “eliminating 300 commercial 
announcement positions every week.” This follows 
WQXR’'s elimination, two years ago, of 189 C.a.p. $ 
each week. 

Concerned over how far this could go before the sta- 
tion eliminated itself completely, commercially, I 
cailed WOQXR. An exec. v-p reassured me: Of a “maxi- 
mum” 1,200 positions in a 132-hour work-week, the 
station still has 750. Also, it has just raised rates 20%. 


Image 

Efforts by ANA, AFA and others to improve adver- 
tising’s “image” among laymen and legislators remind 
me of the woman who boasted of her “model” husband 
—until a friend told her that a model can be a small 
imitation of a real thing. 

My dictionary says that an image also can mean 
an imitation or copy, and in its “graven” form stands 
for a false god. 

If our friends spent as much effort turning out ad- 
vertising that helps sell more stuff—and helps to build 
businesses more solidly—advertising would need no 
defense. 


TV’s Images 

Noting that “image campaigns are spreading like 
wildfire,” —as newspapers, juke-box operators, movie 
magnates, among others, plan “some plastic surgery” 
on themselves— NBC’s Bob Sarnoff admits editors to 
a preview of NBC-TV’s own forthcoming uplift. 

CBS, too, will offer news-in-depth and other forms 
of quasi-culture in what CBS’ Frank Stanton empha- 
sizes is “prime evening time.” Weekdays, CBS now of- 
fers “Woman!” Its Ed Sullivan is going to Moscow in a 
“cultural-exchange program.” NBC not only will con- 
tinue “Wisdom” on Sunday afternoons, but to “Atomic 
Age Physics” (6 a.m., local time) it is adding “Modern 
Chemistry” (6:30 a.m.). 


Advertisers 

Introduction: What is Plax Corp. of Hartford? 
Twelve years old, it now does 60% of the entire plastic 
squeeze-bottle business. But when Lambert & Feas- 
ley, Inc., (Plax’s agency) learned that its 20 salesmen 
were spending half their time on calls answering the 
above question, they sold Plax on a way to introduce 
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them big: In the next few months Plax will spend 
more than $200,000 on three 4-page, self-explanatory 
inserts in Business Week, Fortune, Sales Management. 


Glitter: H. F. Oppenheimer, chairman of the dia- 
mond monopoly known as De Beers Consolidated 
Mines, Ltd., tells his stockholders that, while gem 
diamonds are holding their own, industrial diamonds 
last year declined one third. De Beers is now busy 
proving that “natural diamond grit (for industrial 
uses) is greatly superior to the synthetic product 
[created by G-E]. . . . The United States continues to 
consume the greater part of all diamonds.” (For two 
decades De Beers has advertised consistently in maga- 
zines here, through N. W. Ayer & Son, Inc.) 


Sponsor: Though Schaefer Brewing has done all 
right since the Dodgers left them for L.A. (holding 
sales at 2.8 million barrels, while industry volume in 
the East declined one million), an unimpeachable 
Schaeferite confides: “If the National League ever 
comes back here, we want the first crack at them.” 
The same might be said for a N.Y. team in that pro- 
posed third major league. 


Blank: Analysis of Atlas Supply Company’s annual 
SEP page on license plates reveals that 18 of our 49 
states and D.C. still fail to commercialize themselves. 
Vermont and Oklahoma do so only to the extent of 
putting “see” and “visit” before their state names. 
Instead of glorifying the Tarheel State, my friend 
Ed Scheidt, motor vehicle commissioner at Raleigh, 
simply says, “Drive Safely.” . . . In Canada, only four 
of 12 provinces don’t say or symbolize something. 


Biggest: Live Better Electrically group, New York, 
will run a $1 million, 30-page ad in the September 14 
Life. Fourteen manufacturers or divisions and Edison 
Electric Institute (utilities) get into it. G-E gets in 
thrice. 


Media 


Uppers: In advertising pages in first half 1959, 
Reader’s Digest is ahead 59%. Among others ahead 
12% or more in pages are Harpers Magazine, Living 
for Young Homemakers, Nation’s Business, The New 
Yorker, and Sports Afield. .. . Cosmopolitan’s May 
issue gained 53%. . . . TvB reports that spot TV's 
first quarter gross time billings climbed 25.7%, Net- 
work TV was up 8.9%. 


Misc: With a superpromotion, September 14-16, 
the newspaper medium (coordinated by B of A) is 
going to make eating a national habit. . . . Time 
is promoting, one at a time, 18 attributes of maga- 
zines — alphabetically from “anticipation,” “audience” 
and “authority” to “selection,” “specific appeal” and 
“solidity.” . . . RAB mails 150,000 messages on jumbo 
postcards listing “16 new reasons for using radio.” 


SALES MANAGEMENT 
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A WOMAN’S WORK IS Naren DONE « »« Whether she’s scouring the kitchen sink or 


cleaning the whole house, when she has the proper tools to help her. And McCall's Use-Tested tags or symbols guide 


her to the products that will make her job easier. In buying any product, the manufacturer’s reputation is all 

the assurance of quality a shopper needs. What McCall’s Use-Tested certification adds to this is valuable information 
on how the product will perform in her home — plus endorsement of the product’s performance values by 

McCall’s editors and laboratory technicians, who have tested it under actual home-use conditions. 

Let McCall’s Use-Tested symbol help you select the products that are best suited to your needs. 


(Manufacturers can find out how their products can qualify for McCall’s Use-Tested program 


by writing to: McCall's, Dept. HP, 230 Park Avenue, New York 17, N. Y.) 7 USETESTED 
>» MeCalls 
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MecCall’s, the magazine of Togetherness ... circulation now more than 5,400,000 * « °° 


Trademark 
of McCall’ 


More readers......more advertising- 
THE TRIBUNE GETS ‘EM IN CHICAGO! 


The Tribune sells 900.000 copies daily, 1.275.000 
on Sundays— over one and a half times the circu- 
lation of any other Chicago paper. It is read by 
more families in Chicago and suburbs than the 
top 5 national weekly magazines combined. More 
than 6 times as many Chicagoans turn its pages 


as turn on the average evening TV show! Adver- 


tisers spent over $60,000,000 in the Tribune last 
year—more than in all the other Chicago news- 
papers put together. Unmatched, also, is the 
Tribune’s record of advertising results. It out- 
pulls other Chicago papers 3 to one, 4 to one, 
even 15 to one—evidence of a selling FORCE 
which is uniquely the Tribune’s in Chicago! 
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